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"Thinking displaymen are studying department 
layouts and are planning better methods for 
showing merchandise that will sell the customers 
who come to the department after the window 
displays bring them in. Windows, too, are re- 
flecting more thinking on the part of display 
directors. More 1938 windows will be built 
Ground ideas rather than mass displays of mer- 
chandise, ideas that are more than merely pretty 
Pictures, but ideas that sell goods.""—Mark Lans- 


burgh, president, Lansburgh & Brother, Washing- 
ton, D. C. 


OUR NEXT ISSUE 


With July comes the half-way mark for 1938— 
a fitting time for the special |. A. D. M. conven- 
tion report issue of DISPLAY WORLD, in the 
mails on the fifteenth. For those who could not 
attend the convention in Washington, the July 
number will present a concise summary of the 
important addresses and events which will serve 
as a "convention in miniature." For those wha 
participated in the annual gathering, the issue 
will recall in handy form the highlights and out- 
standing features of the sessions. And, of course, 
there will be the usual number of articles, illus- 
trations, and special features. 


THE COVER 


Under the exuberant heading, "More Fun For 
Your Money This Summer,” Franklin Simon, New 
York City, suggests that the golf course is the 
place to find it, with a gay outdoor setting for 
red, navy, and white golf fashions. The golf 
flags are white wooden poles with red metallic 
pennants and white numerals against an azure 
background. The poles are set in green grass 
matting in a realistic hilly formation, sloping up 
toward the rear wall. This was one of the last 
series of displays planned by Tom Hanlon before 
taking over his new post at McCreery’s. 
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F to view a procession 
-- of New Ideas for 
today and tomorrow in 


SP their exciting New Showrooms ( air conditioned! ) 
designed and decorated hy 





ELEANOR LE MAIRE. 


BS New CORA SCOVIL mannequins and new 
i metal and glass fixtures hy 
Op CYRIL STEINER STUDIOS will make their 


dehut in a series of gay and 
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Lighting hy FEDER 
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Window Dramatization 


By PROFESSOR STANLEY McCANDLESS, A.B., M.Arch., A.1.A.* 


(Ediior’s note: The discussion of window 
dramatization by Professor McCandless fol- 
lows a brief description of the “Fashion 
Forum” held by Esquire, the magazine for 
men, at which this illuminating talk was 
given.) 

When Esquire presented authentic fashion 
toa male public in an un-selfconscious way, 
it found that, contrary to the belief of some, 
men were very much interested in the sub- 
ject. In fact, Esquire has received over 
400,000 fashion inquiry letters from consum- 
ers. The dissemination of authentic men’s 
fashion became a large scale operation with 
many ramifications which would permit re- 
tailers and wholesale manufacturers to co- 
ordinate their plans with the projection of 
fashion to Esquire’s consumer readers. 

Apparel Arts, the men’s apparel trade pub- 
lication of Esquire-Coronet, Inc., “previews” 
the editorial color fashion pages three 
months in advance of their appearance in 
Esquire, and the latter syndicates to over 
100 leading newspapers a weekly column on 
men’s fashions. 

As a further link, Esquire’s “Fashion 
Forum” was organized and was held re- 
cently in the grand ballroom of the Waldorf- 
Astoria hotel, New York City. In this show 
actual fashions to be shown editorially in 
forthcoming issues of Esquire appeared on 
living models. Over 300 executives of lead- 
ing stores paid $50 per seat to attend the 
all-day session, The entire show was staged 
by Jo Mielziner, famous scenic designer, 
whose name has been associated with many 
Pulitzer prize-winning plays, and who, for 
the first time, gave his extraordinary talents 
to the problem of dramatic window displays 
for the exposition of men’s apparel. 

Among the speakers at the forum were 
Dale Carnegie, Albert M. Post, executive 
director, Fashion Originator’s Guild of 
America, and Professor McCandless, whose 
address follows: 

“The show window should be a vital and 
compelling introduction to the merchandise 
that is on sale within the store. It is only 
recently that a few discriminating store 
executives have indicated any knowledge of 
the value of light in handling their windows, 
and this is primarily true with stores whose 
windows are devoted mainly to the display 
of women’s merchandise. The movement has 


—— 


*This article is protected by copyright and is re- 
Produced through the courtesy of Esquire, the mag- 
azine for men. 





Yale University, New Haven, Conn. 


started and men’s stores must soon realize 
how simple it is to be distinctive in their 
window displays by using light properly. 
There is every reason in the world why the 
methods of lighting used on the stage should 
be lifted bodily and employed in window 
displays. 

“In the theatre when the curtain rises, if 
there is not an instantaneous establishment 
of mood, we have failed. If when the cur- 
tain rises the audience becomes either scenic 
or stage-lighting-conscious—we have failed. 
The art of lighting must be subtle in its 
manipulation. It must attract all eyes to the 
focal point, yet the audience must never be 
conscious of this art. 

“In the early days of the theatre, it was 
thought that the more light, the more visible; 
the more glamorous, the more attractive—it 
mattered not how this was delivered on the 
stage as long as it was all very bright. 
Shortly before the war the high-powered in- 
candescent lamp made possible the more ex- 
tensive use of the spotlight, so that the 
accent and the theatricability previously 
given by the arc spot and the limelight be- 
came more generally available. It was very 
quickly apparent that the pictorial aspect of 
the stage was improved when the acting area 
was spotlighted so that the actors stood out 
more sharply than the background. It 
tended to compose the picture so that the 
important things like the actor were re- 
vealed more distinctly than the less impor- 
tant aspects of the scenery. 

“Furthermore, the directionality of the 
spotlighting method gave greater plasticity 
and sculptural quality to the stage, so that 
people could see more easily and comfort- 
ably, and finally they discovered that the eye 
of the observer was automatically drawn to 
the most brightly lighted part of the stage 
and that that portion always seemed more 
brilliant by reason of its contrast with the 
darker background. In this process the bor- 
der light, which gave general widespread top 
lighting to both the characters and the scen- 
ery without discrimination, was gradually 
reduced in importance and brightness until, 
if it is used at all, it serves only as a tonal 
medium—a strip equipped with primary col- 
ors which are used in varying proportions to 
give a wash of low intensity color over the 
setting and the acting area. In the same 
respect, footlights have become less and less 
important. 

“The problem of store window lighting is 


not precisely the same as that of the stage, 
but borrowing a part of the method would 
make a vast improvement in the attractive- 
ness and sales-compelling force of the aver- 
age window. The movement to dramatize 
the store window is now under way, and 
the progressive merchant has already ac- 
cepted this new method. You may very 
well ask why this method has not been 
adopted before. Every new development in 
visual selling which has an aesthetic value 
not immediately measurable presents the 
same problem of weighing its tangible cost 
against the inestimable and intangible gain. 
The whole spirit of advertising, of educating 
the public, is expanding. Color photog- 
raphy, color printing, smart magazines, store 
renovations and eventually dramatized dis- 
play are the spirit of the day. The cost is 
secondary to the appeal, and even in the 
hard-boiled terms of cost of maintenance, 
improvements have been made. 

“Within the last three or four years, four 
new developments [ (1) the step lens spot- 
light, (2) the ellipsoidal spotlight, (3) col- 
ored glass, and (4) the autotransformer dim- 
mer] have appeared to improve the efficiency 
of this type of lighting and thus to make it 
reasonable to employ it for the long hours 
that the window is lighted. 

“The real mystery of light can never be 
described. It is more intangible than paint- 
ing because it lives in space—is three dimen- 
sional and surrounds us. But as with any 
artistic expression there is a method, a num- 
ber of practical guides, for designing with 
light. No rules can take the place of taste 
and artistic judgment so that the following 
outline consists simply of practical sugges- 
tions. In each case they need interpretation 
by a specialist and never should they be 
followed blindly. Their application depends 
considerably upon conditions such as com- 
petition with other lights, size of the win- 
dow, and goods displayed. 

“1. The Amount of Light. Engineering 
handbooks suggest as high as 200 foot- 
candles of illumination, dropping down to 
100 and 50 in secondary locations. They also 
suggest that between 200 and 1,000 foot- 
candles are necessary in order to counteract 
window reflections. The only really success- 
ful means of eliminating window reflections 
is by using the so-called ‘invisible’ glass. 
Most store owners feel that during the day- 
time, short of using the direct rays from the 

[Continued on page 48] 
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New York Swings Into Summer 





In spite of a month of capricious weather 
and threatening skies, Fifth avenue put on 
its gayest front to inaugurate the Decoration 
Day week-end and the important promotions 
of summer merchandise that followed. 

This season a rustic mood has descended 
on New York and is reflected on every hand 
in settings brilliant with color and the care- 
free, summery atmosphere of countryside 
and beach. 

Catering to the nautically inclined, bath- 
ing suit fashions are dramatized in sand- 
strewn beach settings with gayly striped 
cabanas and all the important detail of star- 
fish, shells, fishnets dyed in lovely colors, 
and strange denizens of the briny deep. 
Many of these creatures . . . oversized snails 
and porpoises of yellow straw and painted 
wire crabs . .. would seem to be at a loss 


By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


LOREM EMEC ASAT ETE 


on land or sea, but put in windows they help 
sell merchandise. 

Even more appealing to the eye and as 
background for currently popular dirndl 
fashions, are the rustic fences, haystacks, 
arbors, and apple trees, with much foliage 
to bring a breath of the countryside to the 
New York scene. Though simple realism is 
the generally accepted interpretation of these 
rustic themes, such fanciful departures as 
chill, white frosted trees and apples 8 inches 
in diameter bring that welcome touch of 
fantasy that is never far missing from Fifta. 
avenue displays. 

Trends for Mexican and California fash- 
ions swept a blaze of vital color into many 
windows, one large store doing a promotion 
of “Grand Canyon Colors” that embraced all 
retail departments linens, furniture, 





china, etc., as well as ready-to-wear for men 
and women. “Mineral Colors” and “Whacky 
Colors from Mexico” were other proposals 
in this influence. The tropical atmosphere 
depended in other presentations on deco- 
rative props of wicker and rattan, Mexican 
pottery and cactus and a great many colored 
gourds. 

Wicker and rattan screen backgrounds 
have also been adopted by leading stores 





for use in windows throughout the summer 
months and really do create an effect of 
casual informality that sets off summer mer- 
chandise to perfection and at the same time 
suggests pleasant shopping conditions within. 

One of the interesting windows recently 
seen was the one in which “wash day” sup- 
plied the motif. Illustrated in the first pho- 
tograph, the display was used by R. H. Macy 
& Co., Irving Eldridge, display director. 

Imported cottons from India were drama- 
tized in a spectacular series of eight Fifth 
avenue windows by Tom Lee, Bonwit Teller, 
creating excitement during the entire ten 
days they were on view. Bizarre and gro- 
tesque figures of rough white plaster, in- 
spired by the numerous household deities 0! 
India, were mounted on 10-foot white plaster 
panels set out about 12 inches from the reat 
wall. 

White paper head dresses were adorned 
with what appeared to be symbolic scrolls 
done in purple paint, precious stones 0! 


—At the upper left, a "wash day" setting 

by Irving Eldridge, Macy's; second, an in- 

teresting display for Indian cottons, by Tom 

Lee, Bonwit Teller; at the left, one of a 

brilliant series of "Frontier Fashions" win- 

dows by Howard Littell, Bamberger’s, 
Newark— 





JU 


met 
shit 
alsc 
The 
and 
ing 
met 
acct 
ter- 
whi 
pur 


pict 
Dir 
ark, 
tizir 
cele 
icar 
spec 
in 
dou 
For 
yell 
side 
top 
woo 
was 
pan 
hite! 
relic 
ate 
tons 
Gol 
win 
glas 
ance 
gold 
It 
sent 
lian 
corn 
the 
the 
terré 
balu 
ment 
ters 
coul 
in tl 


grou 
ity, 
tume 
Enci 
over 
in pi 
sand 
of th 
kercl 

Ar 
Topo 
Fran 
togra 
sche 
done 
semi 





38 JUNE, 1938 DISPLAY WORLD 5 


—At right, a dramatization of peasant fash- 

r ions, by Samuel Blum, Bloomingdale's; cen- 
ter, a beach shop notable for its beautiful 

color scheme, as described in the accom- 

panying article—by Ira Smith, of Franklin 

Simon's display staff; lower right, a Victorian 

setting of much charm by H. T. Williams, 

Altman's. (All photographs by courtesy of 

Worsinger Window Service, N. Y. City.)— 


men 

icky : : 

sals metallic paper, and—amusingly enough — 

ere shiny Christmas tree ornaments. These were 

2C0- also used as jewelry on wrists and ankles. 

ican The purple decor was repeated on the bodies 

yred and outlined’ with 1-inch-thick white cord- 
ing and fingers and toes were tipped with 

nds metallic paper in jewel colors. A colorful 

yres accessory trim was arrayed on a white plas- 


ter-covered stand. The show card was of 
white parchment with illuminated text in 
purple. 

Turning back the pages of history to the 
picturesque covered wagon days, Display 
Director Howard Littell, Bamberger’s, New- 
ark, did a really brilliant series drama- 
tizing “Frontier Fashions” as promoted “to 
celebrate the greatest outdoor era in Amer- 
ican history.” All the dashing color and 
spectacle of those eventful days was present 
in the settings which were carried in a 
double battery of windows around the store. 
For this display, walls were painted a warm 
yellow. The covered wagon, set flush to the 
side wall, was of weather-beaten wood with 
top of unbleached muslin stretched over a 
wood and wire frame. The low, distant horizon 
was indicated by the blue sanded area on the 
panel. The wagon wheel lashed to the old 
hitching post with manila rope was an actual 
relic of frontier days, and was an appropri- 
ate means of displaying the gay, printed cot- 
tons tumbling onto the burlap-covered floor. 
Golden sheaves of wheat were carried in 
window boxes along the floor just inside the 
glass and amber “spots” in the upper val- 
ance flooded the whole scene with the warm 





mer golden light of a western sunrise. 

of Italian inspired peasant fashions were pre- 
ner- sented by Samuel Blum with all the bril- 
ime liance of the Venetian scene in the large 
hin. corner window at Bloomingdale’s, shown at 
ntly the upper right on page 5. Conforming to 
up- the shape of the window was the step-up 
ho- terrace-like platform with its gleaming white 
acy balustrades and white lattice doors orna- 

mented with baroque scrolls and grape clus- 

ma- ters of white plaster. Beyond the doors 
ifth could be glimpsed the recessed panel, done 
ller, in the blue of Italian skies. 

ten Around the terrace, mannequins were 
yr0- 


Srouped in attitudes of charming informal- 
ity, the vivid stripes of their gay cotton cos- 


5 ol tumes effective against the gleaming white. 
ster Encircling the terrace in wave-like ripples, 
rear overlapping layers of colored fibre matting 

in pink, green, and natural tones suggested 
ned sand. Accessory groups placed at either side 
pe of these ripples had striped beach sandals, 


kerchiefs, and summer make-up. 

Among the attractive beach shops in met- 
ropolitan stores these days, the one at 
Franklin Simon’s, shown in the center pho- 
tograph, is outstanding for its lovely color 
scheme and shell decor. The side walls were 
done in a soft sea green and the door and 
semi-circular bar in a deeper tone of tur- 


[Continued on page 48] 
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Dublication Tie=Ins Day 


In April, Frank W. Spaeth, writing in 
DISPLAY WORLD, made this statement: 
“Capitalize on interest in national events. 
During the past several years great strides 
forward have been made in forms of com- 
munication. This has brought people closer 
and closer together. Few of us have real- 
ized the extent of these changes. For ex- 
ample, today, motion pictures not only fur- 
nish entertainment but also show us new 
forms of sports, new methods of interior 
decoration, new trends in fashion. 

“Due to this, vast numbers of people are 
learning to have the same interests simul- 
taneously. We are instantly interested in 
important matters and occasions because we 
all learn quickly about them—simultane- 
ously.” 

This situation is indeed true, very fortu- 
nately for the displayman or other individual 
who must promote the sale of merchandise 
of all types. For the same media that dis- 
seminate style changes and other news can 
also be used by the displayman in the form 
of a tie-in display to which authenticity 
and reliability can be given by citing the 
source of the news. 

Back in the days before the telegraph, 
radio, streamline trains, and the like, any 
fashion -innovations were confined pretty 
much to the locality where they were cre- 


By GUY MALLOY 


Neiman-Marcus Company, Dallas 





ated; they spread generally only after the 
lapse of considerable time. 
That state of affairs has changed com- 





pletely. Nowadays, no sooner is a Paris 
opening held, for example, than complete 
details of the new modes are sent by cable 
to this country. They are in the hands of 
the general retail trade on the following day, 
and it is only a short time later that the 
feminine shopper knows all about them. 

When some style event is held in New 
York City, the lady in Texas or California 
hears about it on the radio that same night; 
her morning newspaper may contain a story, 
and it is a certainty that it will not be many 
days before she will have an opportunity to 
buy the featured merchandise at her favor- 
ite store. 

One of the most important sources of style 
information, and consequently the one 
which proves especially valuable to the dis- 
playman for tie-ins, is the magazine aimed 
at the feminine circulation of America. Sev- 
eral immediately spring to mind—Vogue, 
Harper’s, Vanity Fair—and each can be used 
to advantage for display purposes. 

When the large circulations of such style 
magazines is considered it is immediately 
apparent that there will be a large number 
of readers in any city, regardless of its 
location or size. What better opportunity 
could a displayman want than to tie-in his 
window and interior displays with fashions 
and materials that are being featured and 
read about in hundreds of homes in the 
immediate neighborhood of his firm? Dis- 
plays which cash in on this built-up cus- 


—Two of Malloy's tie-in displays with mer- 
chandise featured in current consumer publi- 
cations are shown above and at the left. 
The use of spotlights for effective shadows 
is immediately noticeable. The letters in the 
word "Life" ranged from 9 feet in height— 








JUN 





JUNE, 1938 











DISPLAY WORLD 


—Window displays which tie-in with Vogue, 

Life, and the like, have a double value— 

they remind shoppers of merchandise which 

they saw in the publication and in which 

they were interested, and they show the 

style acceptance and authority of the ap- 
parel on view— 


tomer interest are like those backing up the 
store’s newspaper advertisement for some 
particular apparel—they have greatly added 
drawing power. 

Even if the shopper is not a reader of a 
style publication, when she sees a window 
in which the merchandise is backed up by 
reproductions of the same or similar apparel 
featured in a magazine with whose name she 
is thoroughly familiar, she needs no further 
assurance that the style is right. 

That is the principle behind the windows 
shown with this article. Each—with one ex- 
ception—was tied-in with apparel starring in 
current issues of consumer publications at 
the time the displays were placed on view. 

Five of the windows were based on the 
“Country Life” play clothes edition of Vogue. 
Throughout this series pretty much the same 
atmosphere was maintained—plenty of nat- 
ural bamboo, rustic wood, leaves, grass, and 
the like. Dramatic shadows were obtained 
by the use of spotlights as required. All 
backgrounds were in a neutral shade. The 
words “Country Life” appeared in cut-out 
script letters in each window, in most cases 
being placed so as to repeat the words in 
shadows on the background. Each window 
contained a rural free delivery mailbox, one 
side being used as a show card. Blowups 
of the cover and pages of Vogue were used 
for the tie-in value outlined above. 

The “Dude Ranch” window seen at the 
lower left of this page was a tie-in with a 
Celanese rayon merchandise advertisement 
appearing in the same issue of Vogue, thus 
permitting the thread of continuity to run 
without interruption through all the displays 
in the battery of windows. 

Another magazine tie-in is illustrated in 
the remaining pictures, this time with Life, 
whose remarkable success has made it of 
interest to the public in its own right. While 
not a style publication like Vogue, Life be- 
lieves in publishing a group of fashion 
studies from time to time as a part of cur- 
rent events. Consequently when we learned 
that the magazine was to devote a complete 
section to the subject “Life Looks at Sport 
Clothes” we made immediate arrangements 
to tie-in with the promotion. A _ typical 
window display of this series is seen in the 
second from the top in the right column. 
Huge cut-out letters were affixed to a scroll 
made of red Cel-o-Glass, and pages from 
the style section of Life—mounted in “travel 
folder” style—were strung across the back- 
ground. In the large cut on the opposite 
page it will be noted that the cut-out letters 
for Life ranged in height from 9 feet on 
down. 

An interesting display, used at approxi- 
mately the same time as the other windows 
illustrated here, is seen in the first picture 
in the right hand column. The wall board 
which blanked out the rear of the window 
was painted a slightly darker shade than 
the light green lingerie. The mirror and 
lettering were in white. Inside the window, 
not shown in the photograph, was more mer- 
chandise displayed on white plaster fixtures. 
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Displayman Extraordinary== 
W. Bayard Okie. Jr. 


When Marcus & Co., Fifth avenue jewel- 
ers, New York City, received first prize in 
the World’s fair window display contest con- 
ducted by the Fifth Avenue Association, an- 
other leaf was added to the laurel wreath 
which figuratively crowns the head of Wil- 
liam Bayard Okie, Jr., designer of displays 
for Marcus and other nationally known 
firms. 

Okie’s interpretation of the World’s~fair 
was a dramatic bit of showmanship, awe- 
inspiring in its simplicity. A tiny figure 
standing with arms upraised before a deep 
blue, starry firmament gazes through a tri- 
angular opening toward the “World of To- 
morrow,” represented by the stylized trylon 
and perisphere set high on the twilight blue 
background, as seen in the photograph below. 
Moonstones strewn on the floor beneath 
gleam with a mysterious lustre and the 
theme is contained in the simple white card, 
“The ageless desire for precious stones will 
be transmitted with certainty to the World 
of Tomorrow.” 

A visit to Okie revealed that as far back 
as 1930 he unknowingly had a leg on that 
award when, in a window for Marcus, he 
dramatized the world of the future by re- 
peating over and over the now familiar 
motif of trylon and perisphere. He pointed 
this out as pure coincidence, but to those 
familiar with his work it might serve as an 
excellent commentary on the vision and 
artistry of a man whose ideas are always 
projected far into the future. 

He is extremely gratified about the award, 


By CARL JACKSON 


but it seems that this is not the only honor 
bestowed on him within recent weeks. He 
was selected by Roy Chapman Andrews, 
curator, New York Museum of Natural His- 
tory, to design the settings for the J. Pier- 
pont Morgan jewel collection and was 
pleased as a small boy over the task as- 
signed him. Some of these completed set- 
tings are shown in the photograph at the top 
of the following page. 

Though Okie—Bill to his friends—designs 
displays for a number of retailers, it is his 
work at Marcus for which he is best known. 
It is in these small closed-down windows 
with their invisitle glass that he gives his 
imagination free play. Here he places those 
tiny puppet-like figures, those exquisite little 
palaces, staircases, and gardens that he loves 
to create and move about with his sensitive, 
artist’s fingers. Here, with his wire spirals 
—-bubbles of crystal—exotic fruit and fresh 
flowers—he enhances the sparkle of a dia- 
mond or the sheen of a pearl so that those 
crowds who daily peep into the tiny windows 
seem to gaze into a land of Arabian Nights 
enchantment. 

He is past master of the art of theatrical 
lighting—his earlier days as assistant scenic 
designer at the Famous Players Astoria 
studio account for that. A fling at acting 
in stock companies and movies proved valu- 
able when it came to reproducing stage and 
movie settings in miniature. One of his 
loveliest, the Marco Polo setting which ap- 
peared in Marcus’ window at the time the 
picture played locally, is a painstaking and 








exact scale reproduction of the actual movie 
set. (See lower photograph on page 9.) 

Big, blond and athletic, Bill Okie will have 
no traffic with the long-haired aesthetic pose. 
He is teeming with energy, quick and sure in 
his movements and expresses his ideas with- 
out benefit of high-sounding phrases. The 
amount of work he accomplishes is stagger- 
ing. Right now he is working, along with 
many other projects, on a series of displays 
to be shipped to retailers in London and 
Paris where his reputation is as well known 
as it is here. 

One of his most amazing feats was the 
construction of sixty miniature settings for 
the Miniature Automobile Show at Radio 
City in the record time of twenty-four hours. 
These were as complete in their finished de- 
tail as his windows at Marcus and included 
one highly dramatic scene of policemen 
crouched menacingly over their motorcycles 
—behind prison bars, a spark of the Okie 
humor. 

Okie lives and works in an apartment just 
off Fifth avenue in a grand and_ inspiring 
atmosphere of orderliness and disarray. Por- 
traits and busts of him by his friends jostle 
his own miniature figurines. But the large, 
tidy desk in a corner of his living room has 
a business-like air. In the alcove off this 
room is the pipe organ he learned to play 
recently and—he admits—not too badly. His 
complete lack of pose and his boyish pride in 
his accomplishments make him most likable. 

Where does he seek inspiration for his 


—Above is a photograph of W. Bayard 

Okie, Jr., at work on one of his miniature 

settings, while at the left is his display for 

Marcus & Co. which won first prize in the 

World's Fair window contest sponsored by 
the Fifth Avenue Association— 
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—A part of the settings designed by Okie 
for the J. Pierpont Morgan jewel collection 
at the New York Museum of Natural History. 
4 Next. is shown a novel display for 
Movado watches—something of a display 
within a display. . . . Startlingly realistic is 
the miniature reproduction of a set from 
"Marco Polo." The figure of Gary Cooper 
was 6 inches high, modeled from life by 
Okie— 


ideas? Well, recently he spent several eve- 
nings sketching behind scenes at the circus 
at Madison square garden. (He proudly 
boasts he rode an elephant.) He rides with 
newsreel men on sound trucks; he makes 
frequent flying trips through Europe; he 
has learned to fly a plane. He is a familiar 
figure at theatres, night clubs, the Philhar- 
monic. His fingers rest lightly on the 
pulse beat of this modern world; his ear is 
attuned to its roar and rhythm; what he sees, 
feels, and hears, he transmutes into his work 
with great artistry and a fine discrimination. 

Questioned as to the future of display and 
his part in it, Okie made the surprising pre- 
diction that the next few years will bring 
a change not only in display methods but in 
personnel. To quote him in part, “The old 
guard who built up display into a well-paid 
profession of which I am a member, will 
have to step aside for the youngsters who 
have recently entered the field. That is in- 
evitable if there is to be progress in this or 
in any other field.” 

This statement was made by Okie in all 
sincerity and is a most revealing comment 
on the fairness and honesty of his attitude 
toward display. But it is difficult to imag- 
ine a time even in the distant future—he is 
now in his early thirties—when he will not 
stand out as a most talented and inspiring 
figure in his chosen work. 


New Hampshire Club 
Holds Big Meeting 

The newly organized New Hampshire Dis- 
play Men’s Club got off to a good start the 
night of Friday, May 20, with a party at 
the Cocoanut Grove ballroom, Manchester. 
Starting with an open house for visiting 
New England displaymen, of whom a large 
number attended, the affair progressed 
through five acts of vaudeville, a dinner, and 
dancing. 

Ray W. Parks, Leavitt Stores Corpora- 
tion, who formed the new club, has been 
elected president of the organization. His 
staff of officers is composed of E. W. Guil- 
lemette, Varick’s, vice-president; Allen C. 
Woodman, State Sign & Display Company, 
secretary; William J. Gauthier, Pariseau’s, 
treasurer; Armand J. Tessier, publicity di- 
rector. The board of directors is made up 
of Gerard Lafond, Grant's; John Walsh, 
Floyd’s, and David Cheney, Public Service 
Company. 


John Velloza 
Transferred 

John Velloza, for the past six years with 
Saks-Fifth Avenue, New York City, has been 
transferred to the firm’s new store in Bev- 
erly Hills, Calif., where he will have charge 
of display. Prior to joining Saks’, Velloza 
was with Bonwit Teller and R. H. Macy & 
Co., both of New York City. 
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Lavish “Balanced Rations” 
For 1.A.D.M. Delegates 


Just eleven days after this issue of DIS- 
PLAY WORLD is placed in the mail, sev- 
eral hundred displaymen will converge on 
Washington, D. C., for the forty-first annual 
convention of the International Association 
of Display Men. Held this year in the May- 
flower hotel, the convention will open for- 
mally on Monday morning, June 27, although 
many delegates will time their arrival to 
attend a get-together party scheduled for 
the evening of June 26. 

W. Arthur Gray, Lansburgh & Brother, 
president of the National Capital Display 
Club and chairman of the convention, de- 
serves a hearty vote of thanks, along with 
his hard-working committees, for prepara- 
tions which should insure a banner meeting. 
The programs, both educational and enter- 
tainment, have been well-rounded out into 
a balanced “menu.” 

The solid meat of the conclave will be 
issued at the regular sessions between nine 
and twelve o’clock each morning. Tours of 
Washington and its environs will be “served” 
in the afternoons, while entertainment, music, 
dancing, and banqueting will suffice for 
“dessert” at night. The exhibits of the 
fifty-odd manufacturers and suppliers of dis- 
play materials and equipment are expected 
to furnish a “tonic” in the form of fresh 
ideas. 

“Where will the convention for 1939 be 
held?” is one question sure to furnish con- 
siderable interest and debate in Washington. 
The St. Louis Display Club has announced 
its intention of attempting to secure the con- 
vention for next year, with competition from 
the Kansas City organization. A dark horse, 
however, will probably appear on the scene 
to urge the selection of New York City as 
the 1939 site, pointing out the manifold at- 
tractions of the New York World’s Fair as 
powerful inducements for*a record attend- 
ance. Considerable pressure is expected 
along the same line from the exhibitors of 
equipment and material, who will, it is ru- 
mored, take time out in Washington to form 
an association for the advancement of their 
mutual interests. 

Erwin A. Hiffman, Hiffman Display Serv- 
ice, St. Louis, president of the I. A. D. M., 
has been renominated for the office. The 
nominating committee, composed of Robert 
O. Johnson, Commonwealth Edison Com- 


pany, Chicago; Harvey J. Maxwell, Frank 
D. Maxwell Corporation, Kansas City, Mo., 
and Otto Lasche, Kline’s, St. Louis, Mo., did 
not choose a competing candidate for the 
presidency, although this may still be done 





Erwin A. Hiffman 
President, |. A. D. M. 


by petition or by nominations from the floor 
of the convention. 

Other nominations advanced are as fol- 
lows: first vice-president, Joseph McCann, 
S. Kann & Sons, Washington, D. C.; Moie 
Hamburger, Strub’s Department Store, Iowa 
City, Iowa; second vice-president, Ray W. 
Parks, Leavitt Stores Corporation, Man- 
chester, N. H., and E. Dudley Pierce, Sib- 
ley, Lindsay & Curr, Rochester, N. Y.; third 
vice-president, Donald A. Ferguson, S. L. 
Bird & Sons, Detroit, Mich.; Nat Wylie, 
Kansas Gas & Electric Company, Wichita, 
Kansas; treasurer, Richard A. Staines, Van- 
dever Dry Goods Company, Tulsa, Okla.; 
Milo R. Landes, Emery Bird Thayer Com- 
pany, Kansas City, Mo. 

For the board of directors: first district, 
John McCarthy, Brown Durrell Company, 
Boston, Mass.; Walter J. Kelley, F. W. De- 
lano Company, Boston; second district, Wal- 
ter Fagan, New York City; John G. Erb, 
William Hengerer Company, Buffalo, N. Y.; 
third district, Sanford R. Wilson, Florida 
Power & Light Company, Miami, Fla.; Eu- 
gene W. Turner, Zachry’s, Atlanta, Ga.; 
fourth district, Everett W. Quintrell, Elder 
& Johnston Company, Dayton, Ohio; Morris 
Black, Strauss-Hirshberg Company, Youngs- 
town, Ohio; fifth district, Joseph Apolinsky, 
Loveman-Joseph & Loeb, Birmingham, Ala. ; 


Joseph Bronsing, Bry Block Mercantile Cor- 
poration, Memphis, Tenn. 

Sixth district, J. W. Campbell, Carson 
Pirie Scott & Co., Chicago, Tll.; Carl Ges- 
trine, Butler Brothers, Chicago; seventh 
district, H. A. Chapin, Jr., Iowa-Nebraska 
Light & Power Company, Lincoln, Neb.: 
George H. Wagner, J. L. Brandeis Company, 
Omaha, Neb.; eighth district, Harold Knee- 
land, Rothschild’s, St. Paul, Minn.; Jerry 
Timm, Husch Brothers, St. Paul; ninth dis- 
trict, L. L. Wilkins, Kerr Dry Goods Com- 
pany, Oklahoma City, Okla.; L. E. Chester, 
Monnig Dry Goods Company, Fort Worth, 
Texas; tenth district, Ed Sherwood, Sher- 
wood Display Service, Cody, Wyo.; eleventh 
district, John Flotten, Harris & Frank, Los 
Angeles, Calif. 

An imposing group of speakers will be a 
feature of the convention. Highlights of the 
first morning’s program will be addresses 
by Daniel C. Roper, secretary of commerce, 
and by F. Raymond Johnson, president, Bon- 
wit Teller, Philadelphia; Frank W. Spaeth, 
vice-president, W. L. Stensgaard & Associ- 
ates, Inc., Chicago, and Howard Ketcham, 
color engineer, New York City. 

Tuesday morning’s session will bring to- 
gether another group of speakers, with Carl 
V. Haecker, display director, Montgomery 
Ward & Co., Chicago, as chairman of the 
day. He will present, in turn, Edward S. 
Arkow, Gimbel Brothers, Philadelphia; H. 
W. Howard, advertising manager, Montgom- 
ery Ward & Co., Chicago; Polly Pettit, di- 
rector, New York School of Display; an 
“official welcomer” representing the New 
York World’s Fair for 1939; Kay Kamen, 
exclusive representative, Walt Disney En- 
terprises; J. Edgar Hoover, director, Fed- 
eral Bureau of Investigation, and Vernon 
H. Jones, W. L. Stensgaard & Associates. 

On Wednesday, Robert O. Johnson will 


—Left to right, Arthur A. Gray, Lansburgh 
& Brother, president, National Capital Dis- 
play Club, and general convention chair- 
man; Louis A. Banks, The Hecht Company, 
assistant to the convention director; Joseph 
B. McCann, S. Kann Sons Company, chair- 
man, photograph contest; W. L. Wardrip, 
William Hahn & Co., chairman, speakers 
committee; John L. King, S. Kann Sons Com- 
pany, chairman, publicity committee— 
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act as chairman for the day. Al Parkes, Old 
King Cole, Inc., Canton, Ohio, will open 
the session with the provocative subject: 
“What a displayman should not do.” He 
will be followed by Earl Elhart, editor, 
executive edition, Retailing, New York City. 
Jacob Steinberg, legal adviser of the I. A. 
D. M., will talk on the professional status of 
displaymen and women. 

Destinations of the various sightseeing 
trips during the afternoons include Mt. Ver- 
non, Arlington national cemetery where 
official tribute will be paid to the Unknown 
Soldier, the Bureau of Engraving, the Fed- 
eral Bureau of Investigation, the Capitol, 
the Congressional library, and the District 
of Columbia Paper Mills at Georgetown. 
The magnificent new government buildings 
on “the triangle,” as well as other historic 
structures, will be pointed out by guides en 
route. 

Evening festivities start Sunday in the 
Italian garden of the Mayflower hotel, with 
a “get acquainted party.” There will be 
music, dancing, and refreshments, and Joe 
King, ventriloquist. 

The festive scene changes to the Chinese 
room on Monday evening. Here an open 
house and reception will be held with Wash- 
ington merchants and dignitaries as guests 
of honor, and “The Troubadours” as enter- 
tainers. 

The grand climax will occur Wednesday 
evening at the annual banquet, to be held at 
the Shoreham Terrace, said to be the largest 
outdoor dining and dancing terrace in the 
world. In this gay al fresco setting, an- 
nouncements will be made of the officers for 
the coming year and of the winners of the 
1937-1938 window display contest. 

An entirely new and novel feature of the 
exhibition at the Mayflower will be a 
contest originated by President Hiffman in 
collaboration with Miss Marie M. Wynn of 
the I. A. D. M. Each delegate will receive, 
with his or her tickets, badge, etc., when 
registering, a numbered card on which are 
listed the names of all exhibitors and the 
numbers of their booths. As the delegate 
visits booth after booth, each individual ex- 
hibitor will stamp his firm name in the space 
provided for it on the visitor’s card. When 
every booth has been visited and the card 


—W. R. Dick, Frank R. Jelleff, Inc., assistant 
to the convention director; James Styles, 
Style, Inc., chairman, decoration committee; 
W. L. Bowman, Woodward & Lathrop, chair- 
man, exhibit committee; L. G. Gregory, L. 
Frank Company, chairman, entertainment 
committee; O. D. Grimes, Palais Royal, 
chairman, registration committee— 
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—Pictured at the right 
is the Mayflower hotel, 
site of the forty-first 
annual convention of 
the International Asso- 
ciation of Display Men, 
to be held in Washing- 
ton, D. C., June 26-30. 
More space is being. 
devoted to the conven- 
tion by the Mayflower 
than for any other con- 
vention in the hotel's 
history, it is said— 


is completely stamped, the delegate will de- 
posit the card at the registration office, re- 
taining the stub, which will be used in 
awarding fifty or more prizes—cash and 
merchandise valued up to $100. 

A summation of the benefits to be derived 
from the convention has been made up by 
Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla., first vice-president 
of the I. A. D. M., as follows: 

“This convention will be without a doubt 
one of the finest, most complete and most 
instructive the delegates from hundreds 
of America’s truly progressive stores have 
had the privilege to attend. 

“Let us analyze the benefits the display- 
man wili gain for himself and his firm by 
coming to Washington. 

“First, he will be honored by the president 
of the United States, who will give the wel- 
coming address. (Editor’s note: This has 
been cancelled.) 

“Second, he will be able to listen to some 
of the country’s most famous exponents of 
display advertising. 

“Third, he will have the privilege of 





viewing under one roof the exhibits of 
America’s outstanding leaders in display 
equipment. 

“Fourth, he will have the privilege of 
viewing thousands of photographs, repre- 
senting the finest displays in the country— 
displays that were well planned and exe- 
cuted and which proved, beyond a doubt, 
business getters. This feature alone is 
worth the price of the trip. 

“And last, but not least, he will have en- 
tertainment and unforgettable trips to Wash- 
ington’s historical places. 

“This splendid convention will go into the 
annals of the I. A. D. M. as outstanding. 
Our hats are off to that splendid group of 
display executives from the National Capital 
Display Club, headed by W. A. Gray, for 
their wonderful cooperation.” 

Among those who will exhibit at the con- 
vention are the following firms: T. C. Palm- 
enberg, Inc., Bois Smith Studios, Coy-Dis- 
brow & Co., Inc., Excelsior Paper Special- 
ties Company, M. H. Barrett, James A. Cole 
Company, Irving Berlin & Co., Nonpareil 

[Continued on page 44] 
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Four Dramatic Designs 
For Summer Displays 


By G. ALVIN SMITH 
Display Specialist, New York City 























The time is here when every mind turns 
toward the great out-of-doors. Outings and 
vacations will be the foremost thought with 
all those who are so fortunate as to enjoy 
the summer time with tennis, golfing, motor- 
ing, canoeing, camping, mountain climbing, 
horseback riding, tramping afoot—all de- 
pending where your prospective customer 
lives and what his or her principal outdoor 
recreation may be. 

Display all sorts of merchandise suitable 
for the season. Show them amid surround- 
ings that suggest the occasion and _ sport. 
Feature them in such a forceful manner that 
























they will present an inviting message to 
every person passing the store. 

No matter how well your merchandise is 
displayed, if it lacks the proper outdoor set- 
ting it will do only a 50 per cent job in the 
way of selling. Your merchandise should be 
shown in settings which strongly suggest its 
use. No doubt a great many display man- 
agers have already planned and completed 
their vacation settings, however there are 
no doubt many others who have not planned 
this far ahead; therefore I am presenting 
in this month’s article two suggestions for 
vacation displays, one for bathing suits and 
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accessories, and one for a New York World’s 
Fair setting. 

The accompanying sketches, however, are 
not what I would call suggestions for back- 
grounds which require any great amount of 
nature knowledge. The ideas are there and 
if the display manager follows them he 
should be able to produce settings that will 
be a credit to himself and the store. 

I am presenting a suggestion for a World’s 
Fair setting which can be used by many 
stores throughout the United States within 
the next few months. It can also be adapted 
for a Fourth of July display. If you will 
refer to the May issue of DISPLAY 
WORLD, page 3, you will see why I am 
suggesting this idea. This setting can be 
made very spectacular or it can be just 
ordinary, all depending on what you can 
expend on it. The trylon and perisphere can 
be constructed in full relief or flat and 
shaded as you see fit. The whole unit is a 
simple matter of construction. Graduation 
is the theme of this setting, and it will be 
very spectacular if you work out the light- 
ing scheme right. 

Cut the discs in proportion and step them 


—Brilliant and unusual lighting is achieved 

in the construction of the World's Fair set- 

ting shown in the first illustration—adapt- 

able for many types of merchandise. .. . 

The second display appeals to the vacation- 

ist. Complete construction details are given 
in the accompanying article— 
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—tThe setting at the right is designed for 
either the window or interior. The backing 
is of wall board, as is the globe—this being 
either sprayed for a rounded effect or exe- 
cuted in plaster relief. . . . Beach wear or 
bathing accessories are featured in the final 
drawing. The life preserver is cut from wall 
board and padded to form a half-round 
effect— 


out about 3 inches from the main disc at 
the back. This allows the lighting at the 
back to reflect out and around the discs. The 
color scheme should also be graduated. The 
perisphere can be a perfect sphere made over 
a frame work or it can be a half sphere. The 
trylon can be hollow at the back, facing the 
perisphere, which will allow you to equip 
it with lights so that it will reflect onto the 
globe in a very spectacular manner. 

The rockets at each side can be made to 
flash through lighting or they may be 
painted in vivid colors to represent flares. 
Silver stars applied to a background of mid- 
night blue will add a lot to the effect of the 
display. The plateaux at the sides are made 
in the usual way with wall board attached 
to a wooden framework, which in turn can 
be finished off in water or oil paint. 

The second suggestion—for a vacation 
display—is not difficult to execute; however, 
it has a lot of punch to it, and is one that 
should attract attention and sell merchan- 
dise. All it requires is three wall board 
panels as a basis over which the treatments 
are worked out. In order to do this all 
you have to do is to make up these panels 
according to the size of your window. For 
example, the center panel can be 3 feet by 
5 to 8 feet in height; the side panels 2 feet 
wide by a proportionate height. These sur- 
faces provide a basis over which the decora- 
tive scheme is produced. 

The center panel provides a background 
for the sign posts which are made to repre- 
sent sign boards in the rough as you would 
see them along the roadway. This can be 
accomplished by using a 2-by-4-inch upright 
to form the standard for the signs, which 
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are of %-inch rough boards, treated to a 
coat of stain for a weathered effect. The 
lettering. is then placed thereon in a rustic 
manner. To provide a more realistic effect 
you can entwine the post with woodbine or 
ivy vine and finish the base off with a bank- 
ing of moss, grass, and ferns. 

The scenes on the side panels can be 
hand painted or you can get posters from 
railroads, steamship or bus companies. Your 
chamber of commerce can assist you in this. 

Next is an “information desk” display that 
can be used in the window or interior. It 
has real punch to it and is one that can be 
produced at very low cost. If used as a 
window display you have a wonderful op- 
portunity to use mannequins dressed in suit- 
able apparel. 
equipment and apparel in conjunction with 
the setting. This could be the key display 
with one or more displays flanking it at 
each side. 

The backing should be made of wall board 
painted a suitable color, while the globe can 
be cut from wall board and sprayed to give 


Thus you can display outing 


it a rounded effect or it can be executed in 
plastic relief. The color scheme is left to 
your own ingenuity. The wording can be 
lettered or you can use cut-out letters. The 
counter is to be built up or left flat and 
shaded with an air brush to produce the 
desired effect. 

Finally, if you wish to produce a very 
striking effect in the way of a bathing suit 
and accessories showing, here is one that 
should click in any type of store. The beach 
scene is framed with a mammoth life pre- 
server which can be made from wall board, 
cut out and padded up, or it can be executed 
in plastic effect. The display manager with 
a real imagination can do a lot with this 
unit. With a scenic background executed 
in blue tones, the sea gulls, piling, and waves 
can be brought out very effectively. The 
sea gulls can be cut out of wall board and 
painted in natural colors or you can do 
them in plaster. The piling can be made as 
you see fit. With a real sand beach in the 
foreground you can produce a setting that 
will show beach wear most attractively. 
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By ARTHUR E. SKOLER, Vice-President 
Art Sign & Display Company, Newark 


A natural instinct for appealing to the 
public through display, combined with an 
equally inherent desire to create, will prob- 
ably always be the displayman’s best asset. 
To these attributes should of course be 
added plenty of originality, an open mind 
for changing times and conditions, and con- 
servatism as well as showmanship. Each of 
these factors is a necessity for those who 
have success in the display field as their 
main objective. 

But added to these natural or acquired 
mental assets is the need of the proper mate- 
rials to work with in the creating of dis- 
plays: correct equipment, good assistants, 
and an adequate stock of supplies. Not the 
least important are low-cost display units 
that permit quick and easy installation of 
windows for varied lines of merchandise; 
units that can be kept and used in a hun- 
dred different ways by rearranging their 
component parts, and whose whole appear- 
ance can be changed by repainting them in 
a different color or by grouping their parts 
in a different way. It is with such units that 
this article will deal, since they are con- 
stantly finding a wider acceptance among 
displaymen who realize their value. 

Every retail window display should be 
a complete exhibit, a complete show, a com- 
plete fashion parade—all combined into one 
presentation to create selling force. Every 
display must be designed and created with 
this in mind, as well as to offer a modern 
decorative combination which will be capa- 
ble of attracting and impressing the passerby. 
An advantage is attained if the design of 
the display is such that it can be reused, 
thereby keeping down display expenditures. 
Here is another argument in favor of the 
interchangeable unit. 

Of course one must realize that all de- 
signs do not lend themselves to the success- 
ful carrying of decorations. Conservatism 
is a great factor in many of our outstanding 
displays and accessories of today. To either 
extreme the interchangeable unit is equally 
adaptable, this being governed only by the 
displayman’s good taste and the require- 
ments of the window he may have in mind. 
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interchangeable Units | 


Display experts are of course familiar with 
how easily a rapid variety of designs can 
be arranged providing their budget gives 
them freedom to purchase the necessary dec. 
orations for each trim, exhibit, interior set- 








Arthur Skoler has been in the dis- 
play profession for more than twenty 
years. During the World War, while 
in the navy, 300 artists and sign men 
were under his direction, specializing 
in the field of camouflage. He later 
became a government inspector of 
paints and colors, following which he 
was art director for all the William 
Fox theatres in New York City and 
the metropolitan area, 

He is the author of numerous arti- 
cles and text books on lettering and 
design, and is a well-known lecturer 
on color and brushes. He was selected 
by a prominent manufacturer as one of 
the nation’s ten outstanding lettering 
experts. In addition to his duties as 
vice-president of the Art Sign & Dis- 
play Company, he is also instructor in 
the art of displays, signs, show cards, 
and lettering at the Weequahic high 
school adult course, Newark. 








up, etc. It is a great relief to find that the 
interchangeable unit can relegate a lot of 
this expense into the discard. Once the 
original construction cost is over, the unit 
can be used again and ‘again; when the 
initial cost is pro-rated over a large number 


—Display fixtures for practically any kind 
of merchandise are suggested in the inter- 
changeable units shown on these two pages. 
Constructed in miniature, they are suitable 
for the showing of such merchandise as 
jewelry or accessories, whereas when built 
in more heroic proportions they are equally 
adaptable to the display of apparel, radios, 
appliances, etc. Such display adjuncts have 
the several advantages of versatility, econ- 
omy, ease of installation, and speedy 
handling— 
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—While the interchangeable units shown 
can be finished in practically any color, 
some suggested color schemes are natural 
wood; ivory surface with brown edge; light 
green surface with silver edge, and all-white, 
Many displaymen will want to cover them 
with briarsheen, velour, brocade, velvet, 
duvetyn, or similar material. For special 
events these units can be equipped with 
cut-out letters and the like, as illustrated in 
the one bearing the wording: "Fall Specials." 


of displays it is immediately seen that this 
display adjunct is very reasonable in cost 
per display. 

The simple architectural lines of displays 
in which the interchangeable unit is featured 
contribute greatly to the simplicity of the 
window. This, too, is an asset greatly to be 
desired. Smart display executives are now 
sold on the idea that every creation must 
be arranged so simply that the public will 
not have to spend its time pondering over 
it. The setting should contribute to the 
appearance of the merchandise and at no 
time should ever distract the attention of 
the observer from the featured items on 
view. 

The photographs show a variety of display 
units which can be used in a variety of 
ways—for display windows, interior set-ups, 
or any other place dictated by the display- 
man’s whim or requirements. Each set is 
designed with a view to offering a modern 
combination capable of many different treat- 
ments. These interchangeable units can be 
decorated for any particular purpose. They 
are built of veneer or any of the wall boards 
on the market today. 

A study of these pictures will show that 
the units can be made just as simple or elab- 
orate as one wishes; thus they are adaptable 
to the showing of practically any type of 
merchandise. Furthermore, the size is en- 
tirely up to the requirements of the indi- 
vidual store—they can be made in miniature, 
for example, for an interesting series of 
settings for the display of such wares as 
jewelry or accessories. On the other hand 
they can be constructed as appropriate set- 
tings for any large merchandise. 

The many uses and adaptations of the 
units and their versatility for the showing 
of varied lines of merchandise are of course 
the principal merits of these fixtures, each 
being so designed that it can be made into 
a different setting from time to time as 
needed. A few minutes’ study of the photo- 
graphs will enable anyone, novice or expert 
at the display game, to create artistic win- 
dow or interior set-ups that will display 
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merchandise effectively and neatly—and at 
a minimum of cost. 

Color combinations suggested as particu- 
larly interesting are: ivory surface, with 
brown edge; natural wood finish; light green 
surface with silver edge; all-white. 

A variety of finishes can be used, if de- 
sired, such as velvets, velours, brocades, 
leathers, briarsheen, and duvetyn. 

Additions to the units take the form of 
cut-out letters, illustrations, panels, etc., such 
as shown in the “$4.95” or the “$5.49” units 
on this page. 





Richard Staines Wins 
Printzess Contest 

First prize in the Printz-Biederman Com- 
pany’s recently concluded national display 
contest for settings featuring Printzess gar- 
ments has been awarded to Richard A. 
Staines, Vandever Dry Goods Company, 
Tulsa, Okla., in the professional displaymen 
division, with other winners in the same 
classification as follows: second, Fred 
Westby, Hill Brothers, Fond du Lac, Wis.; 
third, L. Price, Cleland-Simpson Company, 
Scranton, Pa.; fourth, Harley Hammer- 
schmidt, Hill Brothers, Sheyboygan, Wis.; 
fifth, C. Anton Wipson, The Fair Store, 
Escanaba, Mich. 

Honorable mention in the professional 
class went to B. J. Alexander, Fowler, Dick 
& Walker, Binghamton, N. Y.; M. H. Luber, 
The Killian Company, Cedar Rapids, Iowa; 
Clarence N. Pierson, Weaver’s Department 
Store, Lawrence, Kan.; Russell T. Roe, 
Fandel’s, St. Cloud, Minn.; D. D. Gensemer, 
The Ideal Company, Massillon, Ohio; R. H. 
Albertson, Katz Brothers, Honesdale, Pa.; 
George K. Miley, The Fair Store, Anderson, 
Ind.; C. J. Yochim, Trask, Prescott, Rich- 
ardson, Erie, Pa., and A. V. Bates, Wright- 
Metzler Company, Uniontown, Pa. 

In the non-professional displayman’s divi- 
sion the prizes were awarded as follows: 
first, Edward E. MclInturff, Lischesky Dry 
Goods Company, Great Bend, Kan.; second, 
Miss E. V. Larson, O’Meara’s, Fergus Falls, 
Minn.; third, M. Delbert Jay, Kaufman & 
Wernert, Kearney, Neb.; fourth, Miss Elsa 
Lindau, The Boxrud Company, Red Wing, 
Minn.; fifth, Frank R. Dolan, Phelps-Dodge 
Mercantile Company, Bisbee, Ariz. 





Paul Hamlin Joins 
Heer Stores 

Formerly with Pizitz Dry Goods Company, 
Birmingham, Ala., Paul Hamlin has joined 
The Heer Stores Company, Springfield, Mo. 
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Display “What It Will Dow” 
Not “What It Is” 


By RAY MARTIN, Art Director 
Consolidated Edison Company, New York City 


jul 











Back in the time when the United States . 
was struggling for a foothold among na- id 
tions, a man stood in a garden one day, cc 
watching dark clouds sweeping across the re 

fo 






sky. In his hand was a silk kite-string and 
at his feet stood a Leyden jar. The storm 
broke, and the man (who unknowingly was 
risking electrocution) succeeded in charging 
the jar from the electricity conducted by 
the kite-string from the clouds above. 

Any school-child can tell you about that 
experiment and give you the name of the 
man. But Benjamin Franklin, with all his 
wisdom, could not possibly have predicted 
that other men would experiment with elec- 

tricity until it became the basis for one of 
the greatest industries the world has ever 
ae | nape: known. 

Utility companies have two things to sell: 
With an AUTOMATIC GAS WATER HEATER : tangibles and an intangible. In the first 

a eee group are refrigerators, washers, ironers, 
toasters, vacuum sweepers—all the vast fam- 
ily of appliances. In the second classifica- 
tion is electricity itself, invisible, but meas- 
ureable. The appliances are sold with a 
profit in mind, of course, but their primary 
purpose from the utility’s point of view is 
to increase the use of electricity. Thus any 
initial profit made on an appliance should 
be only the start of the income which it 
will produce for the utility from current 
consumed. In this way tangible merchan- 
dise is pushed in order to increase the sale 
of an intangible. 

But the displayman who is entrusted with 
the presentation of electrical appliances in 
window or interior displays must keep in 
mind still another fact: while a customer 
may purchase an appliance she is really 
buying something altogether different—she 
is purchasing what the appliance will do for 
her. In other words, she is not buying a 
contraption consisting of a motor, a com- 
pressor, a gas which can be condensed and 
expanded, and a porcelain and steel box. 
She is buying food preservation, better 
health insurance for her family, and all the 
other advantages obtainable from electrical 
refrigeration. 

The displayman. must keep firmly in mind 
that he is selling, primarily, convenience, 
more leisure hours, comfort, cleanliness, 
service, better eyesight. The _ toasters, 
sweepers, washers, lamp bulbs, and refrig- 
erators are only a means to an end. 


[Continued on page 26] 
































































































PORTRAIT OF 
A HOSTESS 
— 












—Ray Martin and his associates who pro- 
duce the multitude of displays used by the 
many companies of the Consolidated Edison 
Company, find that the main appeal to 
inject into an appliance display is that of 
“What it does for the purchaser—not how 
the appliance is constructed." Comfort ond 
convenience are the dominant ideas in the 

three displays at the left— 
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“Around the Calendar With Beaver Board’’—a 
16-page booklet full of suggestions—illustrated 
ideas for window displays, store interiors, 
counters and aisles, and 
remodeling—suggestions 
for every month of the year. 









Your FREE copy of the interesting booklet shown 
at the left will be ready for you at our exhibit 
—spaces 51 and 52. Be sure to call for it. 
Note—Copies will be mailed on request. 
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CERTAIN-TEED PRODUCTS CORPORATION 


100 East 42nd Street, New York, N. Y. 


Gentlemen: 

ae I'd like to receive fresh and original ideas for 
increasing business—and profits—through display. 
Send me your ‘‘Around the Calendar With BEAVER 


BOARD’’—which | understand will be ready June 26th. 


PRODUCTS CORPORATION _| wot -.v:cc1mcnnee aca 


GENERAL OFFICES: NEW YORK, N. Y. 
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When a group of displaymen get together 
it is no uncommon thing to hear the state- 
ment: “Men’s wear is the most difficult form 
of merchandise to display properly and well, 
all factors being taken into consideration.” 
The writer, having handled practically all 
types of wares sold at retail, is more or less 
in agreement with this statement. Men’s ap- 
parel does present a display problem, but is, 








DISPLAY WORLD 


Simplicity JSelis Ihe Man 


By LOUIS A. BANKS 


The Hecht Company, Washington, D. C. 


nevertheless, most interesting to handle. 

The main difficulty encountered, it seems 
to me, is in avoiding the telling of the same 
old story in the same old way. The search 
should be for variety—an attempt to arouse 
bona fide interest on the part of the shopper. 
When that can be done, then the display 
is working effectively for the store. 

We at The Hecht Company have a rather 
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unique position in this respect, inasmuch as 
the firm is a department store which does q 
very favorable amount of business in oyr 
Men’s Shops, operating them on a specialty 
store basis. In other words, these Men's 
Shops are entirely unto themselves as far 
as physical layout is concerned—right down 
to the windows which are especially suited 
and designed for the showing of men’s ap- 
parel. 

However, along with our specialty store 
type windows (ensembling, etc.) we run 
many extremely promotional type displays, 
generally on men’s furnishings. These dis- 
plays must be full of punch to stop the mas- 
culine shoppers of today—they being, for the 
most part, rather blase. To do this, we fall 
back on a very simple assortment type: mass 
display in the better sense of the word. The 
accompanying illustrations are indicative of 
the method employed in such windows. This 
kind of display not only is extremely power- 
ful—showing a maximum amount of mer- 
chandise—but it is pleasing to look at because 
of its symmetry of design. I might add that 
we have been using this type of men’s wear 
display for the past five years and so far 
such windows have been “sure fire” busi- 
ness-getters. 

A glance at the photographs will show 
that a considerable amount of construction 
is involved in these displays—panels and 
cut-out letters, platforms, and signs. Nat- 
urally a display department must have a 
rather complete shop in order to produce 
them economically; otherwise they can cost 
a prohibitive amount of, money. However, 
we are equipped to turn out such windows 
very inexpensively. 

It has been our experience that the simple, 
direct assortment type mass display causes 
a man to stop much quicker and _ holds his 
interest longer than a plain “ballyhoo” win- 
dow. We also know it to be a fact that 
men think they are getting more for their 
money from the build-up assortment type of 
promotional window than from the run of 
the mill “sale” display. And it is possible, 
too, to use this form of display without hav- 
ing the windows look “junky’—a common 
fault of some stores which attempt to show 
a large quantity of merchandise without tak- 
ing into consideration good display design 
and the cohererice that creates unity of im- 
pression. 

Mass displays of this ‘nature have one 
common factor that exerts a powerful ap- 
peal to men; they have showmanship. And 
showmanship, pure, plain, and simple, will 
always sell a lot of merchandise. 


—Although The Hecht Company is a de- 
partment store, its Men's Shops are oper- 
ated more on the line of specialty shops, 
being entirely unto themselves as for as 
physical arrangement is concerned. ‘Mass 
displays in which symmetry and good design 
play important parts have proved "sure-fire 
sellers of men's apparel for Hecht's, as dis- 
cussed in the accompanying article— 
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he New “Sales Winning” 
Display Corrugated 


in 30, 48, 60 and 72” widths 





Now, for the first time, display men and advertisers have 
a Bond Corrugated paper in a full range of economical 
widths up to 72”. In planning your Fall and Christmas 
Displays, be sure to include NU-TRIM. It is the only 
Corrugated with these 4 outstanding features. 

















| NON-CRUSHABLE — for flooring, 7 r 

windows, cases and on counters, NU- || | 
TRIM gives a perfect background. Walk on | 
it... Set things on it... its patented cush- 
ion feature prevents crushing and always re- 


tains its original beauty. 


@rvexieiuiry— isis enough for col- 
umns, wall covering or panels-yet flexible. 
Can be bent, creased or folded—the perfect 





covering for plateaus and shelves. Wraps 
around corners and over sharp edges without } \ 
breaking. 


@ painted BACKING— A complete al- 

phabelt in 5” letters, 2 sets of numerals, 
stars, leaves, punctuation marks, circles and 2 
types of scallops running the entire length 
of the roll. The most complete backing sheet 
yet designed for making Cut-Outs. 











in sins 72” WIDTH — In addition to the 30, 48 and 60” 

widths, NU-TRIM has that extra value of a full 72°’ width. 
Use it for high backgrounds to eliminate piecing and for full columns 
and pedestals. —_A full range of beautiful colors in High Fade-Test 
and Rub-Proof papers. NU-TRIM colors are not calendar stained 
or dyed, but made in the paper to insure permancy. 


NU-TRIM is also available in 24 and 
48” Metallics - Gold, Silver, Christ- 

mas Red, Green and Blue. This complete line of BOND and METALLIC NU-TRIM offers new 
fields for the use of Corrugated in Windows or for interior decorating. 
SEND FOR FREE COLOR BOOK. With it, we will send complete 


details and a sample roll in any color you require. 
















SEE IT ON EXHIBIT 
No. 14 and 15 


I. A. D. M. CONVENTION 


MAYFLOWER HOTEL 
W ASHINGTON, D. C. 


JUNE 26-30 





Territories still open for distributors. 


SHERMAN Paper Propucts CORPORATION 








NEWTON UPPER FALLS MASSACHUSETTS 
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—This squared-off chart is a guide for drawing 
and enlarging the tiger and foliage of the circus 
window. An inexpensive pendulum motor behind 
the leaves will rock and animate the body of the 
tiger, and also cause the tail to move— 
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—tThis display has immense appeal to children, and when any child says: Hey, Ma, look!" 

mother usually has to stop. A tastefully arranged display of kiddie wear will hold her 

attention. The sides of the cage are 6-by-34-inch pine board, painted bright red, with 

a brilliantly colored awning. The cut-out wall board tiger is realistically decorated. Note 

shelves attached to the upper portion of the background, these having hidden lights jo 

illuminate the appliqued animcl cutouts. The clown heads are cutouts of wall board, 
vividly decorated. The bars are 34-inch dowel pins— 

















—Here is an inexpensive unit that can be made 
for stores with a limited display budget. The 
triangular platform is backed with a sheet of 
wall board cut out to simulate the prow of an 
ocean liner. Decorate in white, red, and blue, 
with brilliantly colored ‘cut-out paper flags. Ideal 
for summer or vacation apparel displays. The 
windows can be covered with colored paper or 
other translucent material and lighted from the 
rear. Two 4-by-6-foot sheets of wall board and 
a little paint are about all the materials neces- 
sary— 
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—The massive construction symbolic of the coming New York World's Fair of 1939 is 
attained in this window by the triangular section, built to recede into the corner of the 
window and carried to the entire ceiling height. The curved portion is covered with 
translucent material bent around a wooden framework. Illuminate from the rear with 
strong lights. The tree, which is copied from "The Tree of Life," (part of the enormous 
sundial which will be cn architectural feature of the fair) is simulated by cut-out wall 
board appliques on the background. Half the leaves are to be gold and half silver. 
Note the show card bearing an illustration of the trylon and perisphere, the fair's main motif. 
It is permissible to use the appliqued lettering New York World's Fair Fashion Forecast" 
or "Fashions of Tomorrow," etc. No merchandise may be displayed specifically labeled 
“World's Fair Fashions" or “Approved World's Fair Fashions." A special franchise from the 
fair corporation is necessary for such labeling. .. . The background is decorated in a medium 
blue of a slight purple cast. The section divided into horizontal widths by 34-inch moulding is 
blue, with each section a shade darker approaching the floor. All mouldings and trim- 
mings are a soft shade of orange, thus in keeping with the fair's official color scheme— 
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LA.D.M. Cippnoved 


MERCHANDISING AND DISPLAY EQUIPMENT 

















([) you contemplate new store layouts, departmental renovations, display equipment, 
replacements or additions, remember R.H.C. can help YOU do a more effective job of 


merchandise presentation. R.H.C. knows your problems, and R.H.C. knows how to solve them. 


The R.H.C. catalog illustrated below contains hundreds of illustrations on the correct and profit- 
able use of metal display equipment. Perhaps the copy of the R.H.C. catalog intended for you has 
reached someone else in your organization . . . If you haven't seen it, or if you would like a copy 
for yourself, write us today and without any obligation this handy reference book will be sent by 


return mail. 





When in New York be sure to visit our show rooms, Marbridge Blidg., Broadway at 34th. “Close to 
everywhere and everything.” 






When in Chicago be sure to visit our factory and show rooms, only ten minutes from the loop by cab 
or twenty by the “L” 


REFLECTOR HARDWARE CORPORATION 


GENERAL OFFICES AND FACTORY 


WESTERN AVENUE AT 2200 OOtLCE, CHACACSE 
New York City Office: Marbridge Bldg. Broadway at 34th 
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First l.DE.A. Exhibit 
Proves Successtul 


The first major display exhibit to be held 
in New York City for many years was con- 
ducted by the International Display Execu- 
tives Association during June 1-2 at the 
Hotel Pennsylvania, with several hundred 
users of display materials and equipment 
attending. Nineteen manufacturers and sup- 
pliers of various lines participated in the 
showing. 

During the executive meetings which took 
place during the two-day event plans were 
made for a national display week, to take 
place during 1939. The week, it was said, 
will be held in cooperation with national 
advertisers, individual merchants, depart- 
ment stores, trade publications, and display 
executives throughout the country. The pur- 
pose of the week will be to promote better 
display and merchandising methods during 
an intensive seven-day period. Awards are 
planned for the best displays in each city 
of more than 10,000 population. 

Attendance at the exhibit was fully up 
to expectations, 274 display factors having 
registered before noon on the first day. The 
total number to visit the booths was esti- 
mated at nearly 700, including displaymen 
from Germany and Japan. 

Special luncheons for I. D. E. A. mem- 
bers and guests were held each noon in the 
Cafe Rouge, while on the opening night a 
banquet was held, at which Zenn Kaufman, 
New York City, co-author of “Showmanship 
in Business,” and R. C. Kash, editor, DIS- 
PLAY WORLD, were guest speakers. Kauf- 
man gave dozens of examples of the use of 
showmanship in modern’ merchandising, 
stressing its simplicity and availability to 
anyone who will make the effort to seek it 
out. Among the cases cited was that of the 
Soap-box derby, which was originated by a 
Chevrolet dealer in a small city and has 
since grown into an international event. 


Kash presented a cross-section analysis of 
the typical consumer and her relation to dis- 
play, in an attempt to show the importance 
of a close and accurate knowledge of the 
shopping habits of the average store’s cus- 
tomers. 

In the afternoon of the concluding day 


an educational meeting was held under the 
direction of Mrs. Polly Pettit, director, New 
York School of Display. A special feature 
of the session was the projection of a series 
of slides of current window displays in full 
color, under the supervision of A. Mandell, 
sales manager, Roman Color Service, New 
York City. 

Another exhibit is planned by the I. D. 
E. A. group, to take place later in the year. 

The officers of the association are Warren 
Bacheller, display counsel, president; M. J. 
Nedzbala, G. R. Kinney Company, Inc., vice- 
president; E. L. Kemper, McLellan Stores 
Company, Inc., secretary and _ treasurer; 
Philip B. Keith, executive secretary. The 
executive board is composed of C. F. Grim- 
sey, Browne-Vintners Company, Inc.; P. 
Schultz, W. T. Grant Company; J. A. Mon- 
tenecourt, Schenley Products, Inc.; Mrs. Polly 
Pettit; C. A. Treber, General Electric Com- 
pany; C. B. Reymers, Liggett Drug Com- 
pany, Inc. The junior membership board 
is made up of Elsa K. Noice, Joan I. Lim- 
burg, and Paul Semel. 

National headquarters for the association 
have been opened at 171 Madison avenue, 
New York City. The dues for active mem- 
bers are $25 annually, this including twelve 
luncheons. For -junior and _ non-resident 
memberships the cost is $10 per year. 

Among those showing their wares at the 
exhibit were the following: Acme Window 
Display Service, Inc.; Coy, Disbrow & Co., 
Inc.; Dazians, Inc.; Display Alliance; Dis- 
Play-Well, Inc.; General Electric Company; 


—Below is a view of the speakers’ table at 
the first International Display Executives 
Association banquet, held at the Hotel 
Pennsylvania, New York City, June |. Left 
to right, Miss P. Schultz, W. T. Grant Com- 
pany; Mrs. Polly Pettit, New York School of 
Display; E. L. Kemper, McLellan Stores; 
Zenn Kaufman; Warren Bacheller, president, 
I. D. E. A.; R. C. Kash, editor, DISPLAY 
WORLD; Philip B. Keith, executive secretary, 
|. D. E. A.; Jean Montencourt, Schenley Prod- 
ucts, Inc.; C. A. Treber, General Electric 
Company; C. Fred Grimsey, Browne-Vintners, 
Inc.— 





Leopold Sonn & Brother; Levine Brothers; 
Maharam Fabric Corporation ; Reyburn Man- 
ufacturing Company; Salzer & Co.; Select 
Art Flower Company, Inc.; The Hopp Press, 
Inc.; Universal Novelty Products Com- 
pany; Window Advertising, Inc.—all of New 
York City; Dennison Manufacturing Com- 
pany, Framingham, Mass., and DISPLAY 
WORLD. 





More Honors For 
Dick Staines 

Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla., has just received 
word from the Modern Kitchen Bureau, New 
York City, that he has been awarded second 
place in the department store class of the 
national window display contest the Bureau 
recently sponsored, carrying prize money of 
$100. Just to make a good thing still better, 
the Westinghouse Manufacturing Company 
sent Staines a check for $100 for having fea- 
tured that company’s range exclusively in 
his winning display. 


Photo Contest Judges 
Meet June 19 


The judges of the International Associa- 
tion of Display Men photograph contest will 
meet Sunday, June 19, to pick the winners 
of this year’s event. The judges are: J. B. 
McCann, S. Kann Sons Company, Washing- 
ton, D. C.; W. T. Munford, Thalhimers, 
Richmond, Va.; O. T. Grant, May Company, 
and Milton Hartman, Brager Eisenberg 
Company, Baltimore, Md.; Tray Chamber, J. 
B. Ivey Company, Charlotte, N. C.; Ollie 
Grimes, Palais Royal, and W. C. Bowman, 
Woodward & Lothrop, Washington, D. C. 








Broadway Stage Play 
Uses “Lumarith" 

Four-inch strips of “Lumarith,” backed by 
14-inch strips to simulate glass bricks, are 
being used in several of the stage sets for 
“Susan and God,” now appearing in New 
York City. “Lumarith” is a non-inflammable 
plastic made by the Celluloid Corporation, 
10 East 40th street, New York City. 


Display Guide 
Is Offered 

The Niagara Lithograph Company, Buf- 
falo, N. Y., has finished a window display 
guide for the United States by city size 
groups, giving the number of displays re- 
quired in each group. The figures are based 
on the National Window Display Survey. 
The guide is offered free upon request. 


Tom Hanlon With 


James McCreery's 

Tom Hanlon, display director, Franklin 
Simon & Co., New York City, has resigned 
to accept a similar position with James Mc- 
Creery & Co. of the same city. He succeeds 
Fred Rothermell, who has not yet announced 
his future plans. 
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PLATEAU SETS NEW MATERIALS!! 
Reyburn’s PEDESTAL SETS NEW DESIGNS!! 
TS; us REY-LOKS 
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PLAY MATERIALS °22:" 


) SEE THEM ON DISPLAY 
| BOOTH 65 
LA.D.M. CONVENTION 
MAYFLOWER HOTEL, JUNE 26-30 
WASHINGTON, D. C. 


THE REYBURN MANUFACTURING CO., INC., civision 


Permanent Displays in Our Showrooms— 


{ CHICAGO: 1100 SO. WABASH AVENUE 
NEW YORK: 106 SEVENTH AVENUE 


FACTORY—PHILADELPHIA: ALLEGHENY AVE. AT 32ND ST. 
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lie 
im, The latest medium in an all-purpose display 
| material. Right in step for backgrounds, 
panels, floorings, show-cases, etc. QUILT 
FOIL is a high-finish heavy backed foil with 
" a puffed embossing, packed in rolls and avail- 
* able in bright red, green, blue, silver, gold, 
w [i copper, also satin finish light blue, light green 
* and orchid. 


$4.50 Per Roll 


Slightly higher west of the Rockies. 









This attractive sign has a background of QUILT FOIL with appliqued letters. 


SRREBERKKEEBE! sSoeissseoec 


PL 14—114"x25'—70c PL 15—114"x25’—70c 


PLIAFOIL EDGINGS 


26 designs wrought from crimped heavy backed foil. The correct finish for panels and covering of seams, etc. Variety of 
widths from 34” to 2”. Your pick of gold, silver, red, green, blue and copper. Ask for a PLIAFOIL sample booklet. 


. The new PK catalogue for FALL is now off the press, featuring many 
new die-cut corrugated designs . . . write for your copy now... 
Ask your jobber or write direct to 


DIS-PLAY-WELL, Ine., 23 East 22nd St., New York, N. Y. 














Probably at no other time in the year is 
the use of the so-called “atmosphere” show 
card more valuable than in the summer 
season—window cards that are interesting 
through the use of novelty to show the 
uses of the merchandise, that drive home a 
sales point of real importance to the shopper, 
that strive to create a mood or picture in 
the mind of the pedestrian who pauses a 
moment before a tempting display of sum- 
mer wear. 

For in hot weather, when most of us are a 
bit irritable and impatient, the sight of a 
cool-looking display, bolstered up by neat 
and interesting window cards, can do much 
to halt men before a setting to meditate for 
a moment over the lightweight straws, the 
cool linen suits, and the comfortable, airy 
shoes. 

The choice of colors for such cards will 
naturally follow the theme of the general 
display for summer—cool greens and blues 
and yellows, with an avoidance of red, 
orange, and the like except for an occa- 
sional dash for contrast and highlighting. 


‘Atmosphere’ 
cards, designed to catch and hold 


attention through novel treatment and pictorial 
Two planes predominate, although 


interest, are shown above. 
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“Atmosphere” Cards 


By STANTON B. BUCKHOUT 
Empire Mercantile Company, Tampa 


Most attractive cards can be made up by 
the use of several shades of the same color, 
such as a medium green over a darker green. 

The attention-getting value of atmosphere 
cards depends to a great extent on the way 
they are designed, but particularly on the 
pictorial interest they have. There can be 
no doubt that show cards with good illus- 
trations carry far more selling punch than 
those that do not. Coloring, lettering, and 
layout are important, but it is the illustra- 
tion that adds the final snap and sparkle 
to any window card, regardless of its poten- 
tial use. 

Another interesting treatment which is of 
inestimable value in atmosphere cards is 
the use of several planes—the mounting of 
the cut-out illustration, for example, on the 
card proper in order to achieve an impres- 
sion of depth. In the six cards shown here, 
each has at least two planes. At the upper 
left is a card with the wording: “Getting 
down to facts,’ with the word “facts” in 
cut-out script pasted on the background; 
this is also the case with the detective and 


ERO HA 


several of the cards have as many as three to increase the illusion of depth and naturalness— 


the bloodhound, both in black for increased 
contrast. 

The next card is in three planes : the heads 
of the men are cutouts, appliqued on a cir. 
cular piece of wall board which in turn js 
pasted on the card itself. The word “Straws” 
is formed of cut-out letters. 

Cutouts also figure prominently in the card 
at the upper right. The sun, the word “Cool,” 
the thermometer, and the man’s figure are 
all cut from wall board and appliqued in 
place. 

At the lower left is a poster for a shirt 
sale. Seven shirt illustrations were clipped 
from the manufacturer’s circular and glued 
to wall board, after which they were cut out 
and affixed in place. The man’s torso and 
the letters were handled in the same manner. 

A three-plane display is seen next. Over 
a very light green palm tree, painted on the 
show card, was placed a wall board circle 
which was painted a deep green. In con- 
trast, the cut-out figure of the man was 
mounted on wall board in a light green, this 
being affixed to the circular piece. 
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ITINERANT DISPLAYS 


Dramatic, colorful . . . to help you sell more 
merchandise at full profit. Designed, produced 
and scheduled for leading manufacturers. Avail- 
able to you at no cost except small incoming trans- 
portation charge. 


MIN-EVENTS 
A new WLS trade-name for design in miniature— 


third dimension. Durable, light weight, colorful. 


Miniature displays that do a giant sales job. For ' - 
use in windows or interiors. Interesting to look at, 
easy to understand. 


COMURA (COMMERCIAL MURALS) 

Trade Mark Reg. U. S. Pat. Office 
Colorful, inexpensive decorations. Use like wall- 
paper for window and department settings... sport 
shops, beach shops, vacation and out-of-door pro- 
motions. Also Fall, Christmas and New York 
World's Fair. 


“BACK TO SCHOOL” PROMOTIONS 
Illustrations by Fel Sharp, noted artist. A complete 
display promotion—posters, Min-Events and news- 
paper ad mats. Exclusive rights to one store in each 
city. Write for illustrated folder. 


SWEDISH MODERN DECORATIONS 


Plaques 16 inches square cast in deep-relief Min- 
Event composition. Make beautiful screens and 
background decorations for display windows and 
interiors. Also can be sold at retail for home deco- 


rating. Send for FREE Idea Booklet. 


PETTY MIN-EVENTS 
Full relief, miniature reproductions of George 
Petty’s famous illustrations exclusive with WLS. 
They're smart attractions for windows or counters 
—also for resale in your store. 


NEW YORK WORLD'S FAIR 
FALL AND CHRISTMAS PROMOTIONS 


Complete display (windows and interior) promo- 
tion and advertising by which stores, large or small, 
can do a most interesting, colorful and authentic 
New York World's Fair promotion. 


G. D. S. FUNCTIONAL DISPLAYS 


Interchangeable window backgrounds or complete 
departments .. . with G. D. S. Pilasters and Re-in 
Strips in conjunction with new Beaver Board prod- 
ucts in curves and colors. Make them easily, 
quickly . . . at low cost. 


WL. STENSCAARD & ASSOCIATES Inc. 


346 NORTH JUSTINE AVENUE « CHICAGO, ILLINOIS—New York Office * R.C.A. Building, Rockefeller Center 





Meet us at the I. A. D. M. CONVENTION— Mayflower Hotel, Washington, D.C., June 26-30, Space 54 
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The ELECTRIC RANGE 


* COOKS TO PERFECTION 
‘ Lay toners «Lo: Oftiglee af 
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DISPLAY "WHAT IT WILL DO" 
NOT "WHAT IT IS" 
[Continued from page 16] 
The selling appeal to be built into window 
and interior displays of such merchandise 
should be, therefore, specifically one of sery- 


. ice—what the appliances can do for the 


purchaser and his or her family. The ac- 
companying display photographs illustrate 
how our company endeavors to apply this 
principle, sometimes briefly and subtly, but 
more frequently in full detail. 

In the first photograph is seen a recent 
display in which is shown the comfort and 
convenience made possible by an automatic 
gas water heater. Here the poster tech- 
nique which has been used so effectively in 
utility display for the past several years tells 
the sales story graphically. The art work, 
which might be characterized as_ merely 
“primitive” in style, is refreshingly different 
from that employed for the customary ab- 
stract display. 

Next, one of the features of the new auto- 
matic gas range is shown in two ways— 
first, the smokeless broiler is pointed out by 
the arrow; it is brought into such promi- 
nence that the broiler itself can be exam- 
ined closely; second, the broiler in use is 
shown by the square blow-up in the upper 
corner of the display. The picture of the 
broiling canapes is a further application of 
the principle “Show what it does—not what 
it is.” The lettering across the background 
was cut from wall board and appliqued. 

What hostess has not made elaborate plans 
for the entertainment of guests, only to find 
her time so occupied by “party cooking” that 
she has no opportunity to enjoy the occa- 
sion? That thought is made use of in the 
third display on the preceding page in which 
a charming hostess is portrayed beside a 
buffet lunch prepared easily and quickly with 
the help of electrical appliances. Here again 
results are shown, plus the merchandise. 

Leisure time is the main theme of the first 
display on this page, with an implied expres- 
sion of health and happiness—all coming 
from the convenience of having an electric 
range in the home. Of course the main pur- 
pose of an electric range is to cook efficiently 
and economically; but as a by-product it 
has automatic features which regulate the 
cooking so that the housewife does actually 
have many hours added to her time for 
amusement or relaxation. This is a sales 
point which has resulted in the sale of 
many a range. 

On the same theme of saving time, the 
next display actually shows the kitchen 
mixer in use, through the medium of blow- 
ups across the top of the background. Four 
attributes of the mixer are illustrated. The 
slanting effect of the background is obtained 
by shading the lower edge of the strip ot 
photographs and through spatter-work below 
the arrows. 

Human interest and a bid for the house- 
wife’s attention on the point of better meals 
are the elements brought out in the final 
display. Here again the blowup is of first 
importance, showing a genial gentleman ap- 
parently highly satisfied with his electri- 
cally cooked steak; the natural assumption 
is that the purchase of an electric range 
means better meals and all the pleasure and 
good cheer they bring about in the home. 
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NOVEL EXHIBIT BUILDING 
FOR U. S. STEEL 


One of the most unusual buildings ever 
constructed will house United States Steel's 
exhibit at the New York World's Fair, 
1939, consisting of an exhibition building 
of polished stainless steel in the shape of 
a perfect hemisphere supported by external 
structural members. 

This “inside out” structure, an architec- 
tural innovation and a striking symbol of 
steelmaking, will rise a short distance east 
of the theme center on a plaza with three 
other important buildings. 

The great dome, covered with 28,000 square 
feet of shining stainless steel, measures 66 
feet high and 132 feet in diameter. It will 
contain two floors of dramatic exhibits show- 
ing how steel in a thousand forms is basic 
to our civilization and how through research 
it is helping to shape the world of tomorrow. 
They will graphically demonstrate the vital 
part steel plays in the lives of everyone. 

The exterior is as much a part of the 
exhibit as the interior, for the structural 
members on the outside form the basic ele- 
ment of its arresting design. Anchored in 
concrete, these ten steel trusses curve up- 
ward meeting 72 feet above the ground, the 
overall height of the exhibit. This steel 
framework weighing 350 tons will be blue 
and will conceal lighting fixtures to illumi- 
nate the burnished dome at night. Other 
details of the building are to be accentuated 
in red. 

Steel will be used in some of the walls and 
ceilings; in the decorative effects, lighting 
fixtures, railings, furniture and accessories. 
Part of the second floor is to be suspended 
by cables from the trusses. In fact, steel 
and concrete construction will be used 
throughout, the steel being welded and 
riveted. Both are products of the U. S. 
Steel Corporation and its subsidiaries, mak- 
ing this impressive exhibit the more unique 
because of the fidelity with which it repre- 
sents the steel industry, both as to form and 
materials used. 

Colored cement is to be used extensively 
at the base of the building and in the ele- 
vated terrace. The latter extends across the 
structure’s face at the second floor level and 
Stretches far out at each side to form a 
lounging place and promenade for visitors. 
Seating arrangements for 500 persons are 
provided on the terrace and throughout the 
grounds. In addition, 1,000 guests will be 
able to stroll the terrace which commands 
an excellent view of the fair grounds. In- 
direct illumination and protective coverings 
at the center and each extremity of the 
Promenade are other features provided for 
the comfort of guests. 

Inside, the two floors, comprising 9,000 
Square feet of exhibit space, will contain 
much interesting and informative material, 
all bearing on the exhibit’s theme, “Steel 
thinks ahead.” The entire structure will 
be air conditioned and equipped with modern 
Ventilating apparatus. The interior plan per- 
mits an orderly and easy flow of traffic so 
the exhibits can be quickly seen and com- 
Prehended. 

Visitors entering at the main doors will 
move in one direction past the first floor 
exhibits and thence up a wide stairway to 
the second floor’s spectacular display. 
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YOU CAN INCREASE YOUR PRESTIGE | 
by 
PRODUCING DISPLAY PROMOTIONS THAT HAVE BEEN 


STORE-TESTED 
by 
LEADING METROPOLITAN STORES 


Subscribe wsrurr rroworion seeviee 


BLISS DISPLAY CORP. 


460 W. 34th St., New York City 








To one store in a city 


ONE MONTH IN ADVANCE 
4 PROMOTIONS EACH MONTH 
EACH IN A HANDY FILE FOLDER 


Including— 


1. Assortment displays 

2. Copy suggestions 

3. Related accessory displays | 
4. Color schemes (rendered in fuil color!) 

5. Sources and costs of newest materials 

6. Case displays that stimulate impulse buying 

7. Displays to promote fast-moving leaders 

8. Suggestions for construction 

9. Coordinated interior and window display promotions 
10. Important main floor seasonal plans 
11. Chart to record results of your display 


SEND FOR FREE SPECIMEN PROMOTIONS 





Will See You at the I. A. D. M. Convention Booth No. 80 








DISPLAY WORLD 
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to Doodads 














—Display in varied form is portrayed in the settings seen above, by six 
versatile displaymen. In the left column, upper photograph, Robert Mari- 
mon, The Higbee Company, Cleveland, Ohio, presented small radios in 
an attractive setting; sketchy drawings on the background showed many 
suggested locations for the equipment. .. . Center, an excellent window of 
modern pottery, by Charles F. Edwards, Ott Hardware Company, Santa 
Barbara, Calif. This.display won first prize in a local display contest... . 
Lower, lapel doodads appropriately displayed on panels bearing chalk 
outlines of large lapels. The spiral center-piece is a novel touch. The 
painting in the background was on translucent glass, indirectly lighted; 
by A. J. Roeder, William H. Block Company, Indianapolis, Ind.— 








—Ray Parks, Leavitt Stores Corporation, Manchester, N. H., presented 
yarns in an attractive display, as shown in the first picture in the right 
column. The miniature rubber mannequins were clothed in jiny repro- 
ductions of knitted dresses. . . . Center, a fine setting for clocks, in strik- 
ing contrast to the usual crowded windows featuring such merchandise. 
The display was by Emil Newdold, Stillman Dry Goods Company, Fort 
Wayne, Ind. . . . Lower, an interesting window in which Sherwin-Williams 
boat paints were dramatized in an appropriate setting. A roped-off pier 
and gangplank, with a large painting in full color on the background, 
carried out the nautical atmosphere. Created by Technical Art & Display 
Service, Dallas, Texas— 
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Busalski Honored 


By N. |. A. D. M. 

Paul J. Busalski, Ove Gnatt Company, La 
Porte, Ind. was honored May 19 by the 
members of the Northern Indiana Associa- 
tion of Display Men when he was presented 
with a gold cigarette case and lighter in 
appreciation of his services to the display 
field and his work in behalf of the associa- 
tion. The presentation was made at the 
Civic auditorium, La Porte, by Edward 
Basker, Ellsworth’s, South Bend, president 
of the N. I. A. D. M. 

Other speakers who paid tribute to Busal- 
ski were William Neutzmann, Robertson 
Brothers; Dan F. Ganger, George Wyman & 
Co., and Martin Altman, all of South Bend, 
and all former presidents of the northern 
Indiana group. 

Robert M. Stack, Paasche Air Brush 
Company, Chicago, gave a demonstration of 
the various uses of the air brush to conclude 
the meeting, after which the displaymen en- 
joyed the hospitality of the Ove Gnatt Com- 


pany. 





Moves To New And 


Larger Quarters 

Nu-Way Window Display Centre, Inc., is 
now operating in enlarged new headquarters 
at 2882 Nostrand avenue, Brooklyn, N. Y., 
to produce and merchandise unusual display 
backgrounds and display pieces in cutout 
form for all seasonal uses, suited for re- 
tailing displays. The firm’s A. H. Schechter 
and Samuel I. Siskind have had successful 
experience for over the past twenty years in 
display work, designing and creating orig- 
inal novelties. The present staff consists of 
four displaymen and four artists. The com- 
pany’s installations cover a radius of 100 to 
150 miles around metropolitan New York. 





Karl Kneis To Leave 
Stix, Baer & Fuller 


Karl Kneis, whose achievements as a dis- 
playman reached a climax at the Inter- 
national Association of Display Men con- 
vention in Chicago last August when he won 
both the sweepstakes and grand prize in the 
display photo contest, has announced his 
resignation as display manager for Stix, 
Baer & Fuller Company, St. Louis, Mo. He 
will leave the firm on August 1, at which 
time he will announce his future plans. 





Arthur Meyer Resigns 
Club Presidency 

Arthur R. Meyer, Maharam Fabric Cor- 
poration and president, St. Louis Display 
Club, has resigned his office with the group 
due to increased business responsibilities. 
Armand C. Raining, Boyd-Richardson’s, for- 


Fo vice-president of the club, is now presi- 
ent. 





Howard Ross Joins 
Stensgaard 

Formerly president of the Sparklet Cor- 
Poration, and prior to that vice-president of 
Lehn & Fink, Inc., Howard L. Ross has 
joined W. L. Stensgaard & Associates, Inc., 


as Vice-president in charge of the firm’s New 
York City office. 
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No. M-37 

Ven’s Sock 

size 10% 
or 11 


No, J-33 
Juveniles’ 
Sock 
size 9 


\ at —Deamatic DUSPLAY 
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for the Summer's Most Important 


SPORTS-HOSE FASHION 


No summer sports promotion is complete without an ankle sock 
display. And no ankle sock display is complete without FAIRY 
FORM Anklettes. These dramatic forms show and sell the outstand- 


ing style and quality features of the sock. 


FAIRY FORM Anklettes need no special supports. They re bal- 
anced by a patented weighted toe that keeps them in a natural position 
—lending grace, motion and beauty to your displays. Use them for 
windows, ledges and counters. 


WRITE today for new folder showing Fairy Anklettes in full natural 
colors and descriptive catalogs of the complete Fairy Form line — from 
ultra-smart shoe forms to arrestingly new transparent hosiery forms. 


COMPLETE LINE ON DISPLAY AT LA.D.M. CONVENTION 






SHOE FORM CO., INC., DEPT. DW-6 

AUBURN, N. Y. 

Please send me your new folder showing prices and Fairy Form 
Anklettes in natural color. Also, send descriptive catalogs on your 


( ) Hosiery Display Forms and (_ ) Shoe Display Forms. 
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THE DISPLAY PUBLISHING COMPANY 
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OUR PLATFORM 


The Development of Window Display Adver- 
tising. 





2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 
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The Wagner Act And 
The |. A. D. M. 


Not long ago the headquarters of the In- 
ternational Association of Display Men sent 
to its members an “emergency bulletin” cov- 
ering a variety of matters, among them being 
(1) a praiseworthy code of ethics which 
could be applied with benefit by every prac- 
ticing displayman; (2) a breakdown of I. A. 
D. M. memberships into three classifications 
—apprentices, displaymen and women, and 
display executives; (3) copies of amended 
by-laws providing for the appointment of 
“protective committees ;” (4) an employer’s 
agreement which it was suggested should be 
taken up with the firm employing an I. A. 
D. M. member as a means of protection for 
both parties against unionization attempts by 
organizations not primarily concerned with 
display; with this was included an instruc- 
tion sheet outlining a recommended proced- 
ure for the displayman to take if approached 
by a union organizer. 

Disregarding the first three items, it is the 
intention of this editorial to discuss the 
I. A. D. M. employer's agreement and the 
National Labor Relations act, usually 
termed the Wagner act. The suggested 
agreement includes the following provisions : 
recognition of the I. A. D. M. as the “only 
organization truly representing the best in- 
terests of the employees engaged in the field 
of display work;” employment and compen- 
sation to be dependent on individual skill, 
rather than any fixed formula of minimum 
wage, notwithstanding any written agree- 
ment to the contrary; no fixed time limit 
for performing any given amount of work; 
employment of “none other than members in 
good standing of the -association as display- 
men or women;” investigation by the asso- 
ciation of prospective employees’ references, 
etc., at no cost to the prospective employer; 
arbitration of any disputes. 

Since the members of the I. A. D. M. come 
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from divers fields, a number of them will 
probably not be affected in any way by the 
Wagner act since it. applies only to em- 
ployees of firms engaged in manufacturing 
or selling in’ interstate commerce. Thus 
local retailers and small manufacturing en- 
terprises (such as display studios) which 
buy and sell only in one state will probably 
be outside the Wagner act provisions, ac- 
cording to the language of the United 
States Supreme Court in its decision in the 
Jones & Laughlin case. However, the shad- 
owy line of demarcation between intrastate 
and interstate commerce has now become so 
nebulous in view of a number of Supreme 
Court decisions on this subject that it is 
extremely difficult to say where it really 
exists. It is well, therefore, for all display- 
men and their employers to be familiar with 
the Wagner act’s provisions, which are 
briefly as follows: 

(1) The act establishes a national labor 
relations board, which appoints regional and 
local officers to handle complaints; (2) it 
gives the employees the right to organize 
and bargain collectively; (3) it defines un- 
fair labor practices; (4) it states that repre- 
sentatives chosen by a majority of em- 
ployees shall be entitled to exclusive bar- 
gaining privileges—the labor board may de- 
cide, by secret ballot if necessary, which 
group is so empowered; (5) the board can 
prevent unfair practices, with final recourse 
to the U. S. Circuit Court of Appeals for 
enforcement if required; (6) full power by 
the board to conduct hearings and investi- 
gations, issue subpoenas, etc. 

Although the act provides for bargaining 
by an organization chosen by a majority of 
the employees of a firm, the National Labor 
Relations Board has ruled that a craft union 
can represent employees belonging to a par- 
ticular craft—if a majority of such crafts- 
men select the union as their bargaining 
agent—despite the fact that the majority of 
employees in the organization may choose an 
industrial union. Thus it would be possible 
for a majority of the displaymen in a given 
firm, with the exception of the display man- 
ager and any other display executive, to 
designate a craft union to represent them 
even if the rest of the store’s employees had 
already expressed a preference for different 
representation. Whether or not the I. A. 
D. M. could qualify under this latter desig- 
nation is a point which still remains to be 
cleared, as it is up to the N. L. R. B. to 
determine the bona fides of an independent 
bargaining organization. 

Display managers, and probably their ex- 
ecutive assistants, are not included among 
employees who come under the bargaining 
provisions of the act; on the contrary, as 
representatives of the employer, they can 
even be guilty of “unfair labor practices” for 
which the employer may be held liable. 

Even if the I. A. D. M. can secure em- 
ployer signatures to the proposed agreement 
outlined above, it still remains uncertain 
that they would be upheld by the N. L. R. B. 
if other bargaining factors entered the 
scene. It is a question, too, whether mem- 
bers of the I. A. D. M. wish to approach 
their employers with the request that the 
association agreement be signed; consider- 
able criticism, both favorable and adverse, 
has been heard on the subject. But it is 
fairly certain that labor unrest—which 
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mounted steadily in 1937 until halted when 
the pinch of recession became acute—yjl] 
again come to the fore with better times: 
undoubtedly many of the questions as to the 
validity of the I. A. D. M. asa bargaining 
agent for such of its members as are non- 
executives will then be cleared up. 





Convention Time 
Rolls ‘Round 


To displaymen who have attended one or 
more of the annual conventions of the Inter- 
national Association of Display Men, once a 
year there comes a time when all roads seem 
to lead to one key city—the site of the con- 
vention for the current year. The location 
for the forty-first affair has a double advan- 
tage for the displayman delegate—Washing- 
ton, D. C., whose historic and scenic attrac- 
tions need no delineation. 

Combining, as it does, education, entertain- 
ment, and purchasing facilities, the annual 
convention brings together nearly a thousand 
displaymen, manufacturers, and suppliers of 
display materials and equipment. Thus 
visiting delegates have an opportunity to 
inspect the latest creations for the coming 
seasons, compare selections and prices, and 
make their purchases. Outstanding display 
and merchandising authorities serve as 
speakers for the actual convention programs, 
with messages of lasting benefit. Aside from 
all this are the multiple opportunities to meet 
fellow displaymen and exchange ideas on all 
phases of the game. 

On the lighter side, an outstanding pro- 
gram of entertainment has been arranged for 
this year’s affair, ranging from trips around 
Washington and vicinity to the banquet and 
dance on.the concluding night. 

And so once more we say: “Attend the 
I. A. D. M. convention in Washington, June 
26-30.” It is an event that no displayman 
will want to miss. 





Quincy Firm Wins 
Display Contest 

The Tenk Hardware Company, Quincy, 
Ill., placed first in the national window dis- 
play contest held in connection with Fisher- 
men’s Week, April 23 to 30, by The Sporting 
Goods Dealer, St. Louis, trade publication. 
This year’s contest received the largest num- 
ber of entries in its history. 

First prize consisted of an all expense paid 
vacation in the Minnesota woods with the 
winner having a choice of five first-class 
fishing lodges. 

Second prize, a handsome electric clock 
with tumbler numerals, was awarded to T. 
Jimmy Poitras, Morley Brothers, Saginaw, 
Michigan. 

Walter Vogel’s rustic scene in the window 
of R. S. Elliott Arms Company, Kansas City, 
Mo., captured third prize. 





Novel Decorative Line 
Introduced 


Snowflake and related designs flocked on 
to crinkled cellophane provide a novel touch 
in a line of decoratives just introduced by 
Mikacrystal Products Company, 373 lourth 
avenue, New York City. The designs are 
obtainable in either flitter effect or in 4 
softer finish. They are also supplied on 
paper as well as cellophane. 
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Display Clearing House 
To Be Formed? 

Plans are being discussed by a number of 
display firms for the organization of an as- 
sociation of display materials houses from 
all sections of the country, but not in con- 
flicting territories, for the purpose of secur- 
ing exclusive lines for distribution, collec- 
tive bargaining, manufacture, converting, 
and merchandising. It is tentatively pro- 
posed to establish headquarters in New 
York City, to serve as a clearing house for 
the interchange of ideas, and to engage an 
individual with creative and managerial 
ability to direct the group through an oper- 
ating committee. 

It is expected that further developments 
of the idea will be made during the Inter- 
national Association of Display Men con- 
yention at the Mayflower hotel, Washington, 
D. C. Those interested are requested to 
communicate with Samuel J. Hanick, man- 
ager, The Display Center of Philadelphia, at 
the Mayflower. 





lluminated Window Sign 
Uses No Current 


A most effective window sign that can be 
made up for any simple, short advertising 
message has just been introduced by Besbee 
Products Corporation, Trenton, N. J. The 
sign can be placed, by means of vacuum 
suction cups, at eye-level position on the 
inside of the display window. Its translucent 
colored letters glow vividly either from re- 
flected light during the daytime, or by trans- 
mitted light from the regular window lights 
at night. Cut-out letters, available in two 
sizes and in red and green, are provided 
with a bottom tab which fits in the top rail 
of the metal supporting frame. The metal 
frame includes a translucent panel which 
adds further attention value to the sign. 
The lettering can be readily changed when 
desired. A second line of lettering can be 
added by means of a supplementary frame. 





Charles Merrill Leaves 
Seidenbach's, Tulsa 

Charles Merrill, for the past three years 
with Seidenbach’s, Tulsa, Okla., has re- 
signed to accept the position of advertising 
and display manager for S. S. Fishman Com- 
pany, Elizabeth, N. J., assuming his new 
duties June 8. His successor at Seidenbach’s 
has not yet been announced. 





Art Director Addresses 
Twin Cities Group 

A joint meeting of St. Paul and Minneapo- 
lis displaymen was held recently at the 
Husch Brothers tea room. Edmond Kopeitz, 
director, Minneapolis School of Art, was the 
Principal speaker, discussing the relation of 
art to merchandise. 





Broadway School 
Exhibits Work 

An exhibit of students’ work at the Broad- 
way School of Display Arts, 119 West 57th 
street, New York City, was held Tuesday 
evening, May 24. Advertising posters, show- 
cards, and window displays—the results of 
short, intensive courses—were on view. 
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More Exhibits --- More Exhibitors 
BIGGER DISPLAYS! 


Effective booth decorations, convincing posters and displays are on the “must” list 
for the thousands of exhibitors who will partic’pate in coming exhibitions. Success 
in selling them depends upon your knowledge of these events long enough in advance. 


Current issues of WORLD CONVENTION DATES will start you off with a record 
of 7,000 important coming events which are now definitely scheduled for future dates 

. additional lists will follow every month. This 
is the service that enables so many progressive 
display men and booth builders to spot their 
“naturals” six months to two years ahead of 
competition. 


The price is low—only $15 for an entire year. 
Write today for FREE sample copy. 






Published Monthly by 


WOR LD CONVE NTION DATE The HENDRICKSON PUBLISHING CO.. Inc. 
330 West 42nd Street, New York 















OTORIZED REDUCTION UNITS 
iN, REVOLVING MECHANISMS 


E animated displays 


When long life, dependable operation and quietnessis 
essential in animating, use FLEXOACTION power units 
Any speed,current or drive. AC, DC, Universal,Synchrous. 
REVOLVING MECHANISMS for turntable loads 30 ~1,000 Ibs. 
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Display Must Keep Pace 
in Small City Stores 


By LLOYD POWELL 


The Pegues-Wright Company, Hutchinson, Kan. 


The majority of displaymen in cities rang- 
ing from 10,000 to 50,000 in population have 
budgets which look rather anaemic com- 
pared to the more robust appropriations 
found in larger cities where competition for 


the customer's dollar is even more strenu- 
ous. But in spite of that fact the small-city 
displaymen are being called on more and 
more to produce window and interior set- 
tings which compare favorably with those of 
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their more fortunate metropolitan brethren. 

Not so long ago there was u very notice- 
able difference in the quality of display 
found in the smaller places and that oi the 
larger centers. To anyone making a cross- 
country motor trip the difference was quite 
apparent. But the situation has changed 
during the past several years. 

Constantly improved transportation facili- 
ties and the ever-increasing habit of the 
small-city resident to visit the larger cities 
at frequent intervals has caused a change 
in shopping habits; the motion pictures, the 
newspapers, style magazines, general con- 
sumer magazines, and the radio are all doing 
their part to keep the feminine shopper fully 
aware of what is transpiring in the field of 
fashion, regardless of whether she lives in 
a city of a million or in one of 40,000. The 
small-city consumer is kept up to date on 
fabrics, styles, and all the other merchan- 
dising questions and she has come to demand 
that the local merchants meet her needs— 
otherwise she goes out of town to do her 
buying. And this latter is made not only 
feasible and practical, but even enjoyable by 
the comfort and speed of the modern train, 
automobile, or bus. 

Thus it is natural that small-city mer- 
chants have come to realize that they must 
make a strong effort to keep this local money 
at home. To do this they must convince the 
shopper that the merchandise they offer is 
fully the equivalent of that she would find 
on a trip to a larger city. It is likewise 
logical that they should recognize the fact 
that the first time the customer can be con- 
vinced of this fact is when she has an oppor- 
tunity to study the actual apparel—in the 
window display. With her knowledge of the 
current vogue, obtained from the media 
mentioned above, she is then in a position 
to judge whether or not the merchandise on 
view comes up to what she could expect to 
find in a city of considerably greater size. 

Hence the added responsibility on the 
shoulders of small-city displaymen, and the 
necessity for them to follow the develop- 
ments in display as practiced in the larger 
centers. 

To do this on a smaller budget naturally 
requires a great many substitutions in mate- 
rials and equipment. In place of the costly 
items which enter into numerous elaborate 
window and interior settings, the displayman 
must use display accessories that will answer 
the same purpose, but be a great deal easier 
on the budget. 

In the three settings shown here, for ex- 
ample, it will be noticed that emphasis was 
placed on simplicity rather than on spec- 
tacular effects. Construction and material 
costs were held to a minimum in each cas¢, 
in spite of which these displays pulled their 
fair share of trade. 











JUNE, 1938 DISPLAY WORLD 33 


Cut costs... dave lime... build your displays with 


ia) 
Plywood in this modern window: 
like these are easily cut from plywood. 
advantages of 
5. Plywood can easily be bent to curved 
LIGHT WEIGHT 
SPLIT- PROOF 
DAMAGE-PROOF DOUGLAS FIR PLYWOOD DISPLAYS MANY REUS ES 


—_ ll | L \ \ . LY W ll l Q 
1. A single plywood panel forms an 
3. Display bases, light yet extra strong. 
forms to create unusual effects. ae ) si | . D 0 ul g | a S Fi r P| y W ood | 
STRONG — TOUGH 
EASY TO WORK 
COST YOU LESS—LAST LONGER—LOOK SMARTER! 




























































Note the varied uses of Douglas Fir 
effective background. 2. Odd shapes C h eck lJ D 0 il th e S é 
4. Curved arch, and self supporting. 
x KK * 
DAMAGE PROOF 
EASY T0 DECORATE 














OU’LL save tsme—save labor—with Douglas 
Fir Plywood. It’s real lumber— made lighter, 


Because Plywood is damage-proof and 

light weight, a large oil company chose 
a hot-pressed resin-bonded grade for these 18- 
foot animated outdoor signs. 


stronger, damage proof. Easy, speedy to work. Can 
be cut to any shape—thinner panels are easily bent 
to curved forms. Each panel is sanded to satin 
smoothness—takes practically any finish. Plywood 


can be used:over and over again. 


Douglas Fir Plywood Wallboard is the grade most 
used in display work. It comes in big, light panels 
of convenient sizes—up to 4x8 feet—and 1/4’, 
3/8’' and 1/2"’ thick. It’s split-proof—takes nails and 


screws right to the edge without splitting. Panels are Unusual display pieces like these above and be- 
‘ ‘ low are easily cut from Douglas Fir Plywood. 
easily handled by one man. There’s no waste—you ‘Sicatuh ete seniniaie 
because cross-laminated 
Plywood is extra strong 
and can be nailed right 
to the edge without 
splitting. Plywood gives 
you free range in carry- 
ing out your own ideas. 


can utilize the last scrap. 


Your lumber dealer has Douglas Fir Plywood in a 
size and grade to fit your needs. See him TODAY! 


DOUGLAS FIR PLYWOOD ASSOCIATION 


TACOMA BUILDING - TACOMA, WASHINGTON 
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to School’ Theme 
Dramatic Style 
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—The familiar “back to school" theme is handled in an interesting and 
dramatic manner in these displays by the following men: left column, 
top, Peter B. Pothier, E. T. Slattery Company, Boston; center, A. J. 
Roeder, William H. Block Company, Indianapolis; lower, E. C. Griffin, 
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Sosnik's, Winston-Salem, N. C.; right column, top, Joseph Apolinsky: 

Loveman, Joseph & Loeb, Birmingham; the following three displays were 

by Laszlo Gabor, Kaufmann Department Stores, Pittsburgh. Particularly 
note his ledge treatment— 
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Chabric backgrounds--- 


set the Stage for Sales... 


Soft harmony in color and texture---your Best “box-o-Tricks 


Cool blue or white: warm browns and reds; self-effacing, rich- 
looking, attractive and colorful fabrics give you any effect you want 
from the unending variety of luxurious or economical fabrics in our 
stocks. .. . Achieve finer windows at less cost and for less trouble. 


Your Creative A b ility works better with fabrics— 


achieves just the right backgrounds to complement your merchandise 
—without the cost and messiness of paint, tools and bulky gadgets. 
Ask for details on our FREE co-operative Idea Service! 


DAZIAN’S, inc. 





“unusually exclusive fabrics since 1845” 








il 


142 W. 44TH ST. 
NEW YORK, N. Y. 


Los Angeles—Chica go—Boston 

















Well-Known New York Firm 
Announces New Service 

The Bliss Display Corporation, 460 West 
34th street, New York City, has developed 
a new display promotion service, based on 
ten years’ experience in producing 2,500 dis- 
play promotions for progressive metropolitan 
stores, including B. Altman & Co., R. H. 
Macy & Co., Lord & Taylor, and Bonwit 
Teller. The new service is offered on the 
basis of exclusive use for one store in each 
trading area. 

The complete plan offers the store four 
promotions a month for one year, excluding 
November and December. The four pro- 
motions for each month are delivered to 
the store one full month in advance of the 
installation period for the merchandise fea- 
tured, in the form of four handy file folders 
which may be recorded for future reference. 

Each folder shows sketches in full color 
of the suggested display treatments; names 
the merchandise departments and suggests 
related merchandise; suggests copy for cards 
and backgrounds; describes details of the 
settings; names the materials to be used, 
and in some cases when such materials can 
not be secured locally, suggests several 
Sources and costs. Actual samples of the 
materials are also enclosed when necessary. 
Each promotion includes suggestions and 
sketches for interior display tie-ups. 

Collaborating on developing each display 
Promotion will be a display board consisting 
of Albert Bliss, president of the firm, a 
stylist, an artist, an interior decorator, an 
advertising layout man, an architect, and a 
Copywriter. Selection of each promotion will 





be based on proven timeliness as shown by 
National Retail Dry Goods Association re- 
ports and similar authoritative sources. Each 
idea will be tested, in that it will incorpo- 
rate the promotional ideas the Bliss Dispiay 
Corporation has found valuable for leading 
metropolitan stores. Also each display will 
be installed in a regulation size window for 
complete checking and merchandising value 
before being released to the subscribing 
stores. 

Specimen promotion folders will be sup- 
plied free on request to the firm. 


Syd Messer Sails 
For Havana 

Syd Messer, president, Display Equipment 
Corporation, New York City, accompanied 
hy Mrs. Messer, sailed on the SS “Shawnee’”’ 
June 11 for Havana. On his return he and 
his brother George will entrain for the 
Washington, D. C., International Association 
of Displaymen convention. On completion 
of the meeting, Mr. and Mrs. George Messer 
will leave for their vacation in the Canadian 
Rockies, while Syd Messer will return to the 
firm’s newly modernized display rooms in 
New York for the first official showing of 
the company’s new “Mannequins of Tomor- 
row,” and other modern display equipment. 


Carleton Now Associated 
With Broadway School 


H. M. Carleton, interior display manager, 
B. Altman & Co., has become associated 
with the Broadway School of Display Arts, 
119 West 57th street, New York City, as a 
member of its advisory staff, 


Gay And Elaborate Treatment 
For Williams’ New Showroom 


Tenants of 498 Seventh avenue, New York 
City (where the glamorous new showroom 
of Jas. B. Williams, Inc., occupies an eniire 
floor), are eyeing the mysteriously-shaped 
props being moved in with unmistakable 
curiosity. But they won't find out what 
it’s all about—and neither will anyone else 
—till June 23, the official date set for the 
opening of the new showroom, which will 
take place as “A Procession of New Ideas 
for Today and Tomorrow.” 

Eleanor LeMaire, internationally famous 
designer and colorist (among her modern 
“ouevres-d'art” are Bullocks-Wilshire, Nei- 
man-Marcus and Mary Sachs) has designed 
and decorated the new showroom in the most 
modern “flowing line” manner—the new 
“poem-in-stone” type of architecture: a cre- 
ation of walls, floor space, and displays in 
a rhythmical arrangement of smooth-flowing 
curves and lines. 

“A procession of new ideas,” by Helen 
Cole, in charge of decor, will feature the new 
Cora Scovil mannequins. One of her out- 
standing arrangements is the interesting 
young figure which reclines on a bed of roses 
supported by spiral springs. Sharing the 
spotlight with this siren is the real “leading 
lady” of the show—the new World's Fair 
Cora Scovil mannequin, sleek and modern 
in glistening satin. 

A separate room will be devoted to the 
new Cyrille Steiner metal and glass fixtures. 
The entire showroom will be completely air- 
conditioned. 
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World’s Fair Color Themes 


To Dazzle Visitors 


A prismatic or rainbow color scheme for 
buildings—something entirely new in the 
field of architecture—has been developed by 
color experts associated with the New York 
World’s Fair for 1939. It will be used to 
drench the main exhibit area of the exposi- 
tion in color. 

Details of the scheme, which required two 
years to perfect and involved the creation 
of two new color systems, have been made 
public by Grover A. Whalen, president of 
the fair corporation. 

Architects and designers familiar with the 
project predict that it will exert a profound 
influence on American architecture, accord- 
ing to Whalen. 

“The World Columbian Exposition of 1893 
popularized classicism,” he said. ‘“Architec- 
ture followed in its footsteps for years. We 
anticipate that the New York fair will popu- 
larize color in the same way. It will make 
people demand color in their cities just as 
they now demand color in their kitchens and 
bathrooms and clothes. They will insist on 
brightening up the drab surroundings to 
which we have all become accustomed.” 

Whalen added that he would be greatly 
disappointed if their first view of the fair 
did not make visitors gasp. 

“Fairs of the past have been for the most 
part ‘white fairs,’ or else color has been 
used falteringly or without much regard for 
effects in mass. We are taking two revolu- 
tionary steps in this fair. We are taking 
off our kid-—or rather our rubber—gloves 
and are plunging both hands deep into paint 
pots. We are also establishing a definite 
color plan which will produce exciting but 
pleasing vistas of color everywhere one 
turns. Visitors will be given a color cock- 
tail wherever they go. It will be a revela- 
tion of what can be done with color in archi- 
tecture. Nothing like it has ever been at- 
tempted before.” 

The Hall of Business Administration will 
have walls of white and warm yellow in 
two shades with accents of vermilion and 
gray-blue. Its interior court will be exe- 
cuted in deep red, violet, white, gold, and 
black. 

The Hall of Communications will be 
painted two shades of cool yellow and white 
with accents of vermilion and blue-green. 
In colorful contrast to the white facades 
of the structure “will be the brilliant red- 
orange, blue and white of the twin pylons 
guarding its entrance, 

Whalen announced that four fair colors 
have been selected. These colors have been 
named “Aqualon pastels” after the columns 
of bubbling liquid light which will be used 
in many fountains on the grounds. The 
hues selected are blue, pink and yellow, rep- 
resenting the blue, red and golden avenues, 
and wine-red, representing the Way of the 
Rainbow. 

The fair’s prismatic color scheme has been 
developed by Julian E. Garnsey, consultant 
on color to the board of design of which 


Stephen F. Voorhees is chairman. Cooper- 
ating with Garnsey have been Ernest Peix- 
otto, consultant mural painter, and Bassett 
Jones, consultant on lighting. Peixotto is 
credited with having conceived the rainbow 
idea, which occurred to him after study of 
the fan-like arrangement of main fair ave- 
nues. 

The perisphere and trylon at the theme 
center of the fair—also the approximate cen- 
ter of the main exhibit area—will be white, 
symbolizing purity of form, dignity and sim- 
plicity. Actually the color will be “theme 
white,” an off-white which will cut down 
reflection and thus prevent eye strain. 

From this core of the exposition, the gold- 
en, red and blue avenues will radiate. 
Buildings near the theme center will be pre- 
dominantly pale in shade, while tones will 
deepen as the center is left behind until the 
maximum values in rich gold, deep red and 
ultramarine blue are attained. Between the 
avenues, hues will blend into one another 
as they do in the spectrum. 

Around the edge of the fan from the gold 
through the blue to the red plaza will run 
an avenue of intense color—the Way of the 
Rainbow. 

This color scheme, according to Garnsey, 
is being used as a guide to architects rather 
than as a rule book. It determines the domi- 
nant color of any building, but sufficient lati- 
tude is given in the selection of “accents” 
and “relief tones” so that each structure 
will represent an interesting color schene 
in itself quite apart from its place in the 
general system. 

For example, if a building is half-way 
down the blue avenue, its dominant color 
will be medium blue. This hue will be re- 
lieved, however, by such colors as _ pale 
green, white and lemon yellow and by ac- 
cents of deep maroon. 

Exhaustive study has been made of com- 
plementary and neighboring colors to de- 
termine just what combinations are most ef- 
fective. Use was made of three color sys- 
tems, two of them developed by fair de- 
signers. These systems make available to 
architects a total of 499 carefully graduated 
colors. 

Optical phenomena will be employed to 
heighten the color effects in the fair by ex- 
citing the eye. Thus, the entrance into the 
golden zone will be painted blue-violet. As 
visitors emerge from the entrance, their eyes 
will be fatigued for blue-violet, and its com- 
plementary color, yellow, will appear even 
more brilliant than under normal circum- 
stances. 

Color will not be splashed on a building 
as an obvious afterthought but will serve to 
emphasize its architecture, to bring out its 
lines and masses. Color will not be used 
as decoration, except in the case of murals, 
and these are being executed to harmonize 
with the general color scheme. 

In addition to studying individual build- 
ings as units, each avenue is being studied 


as an entity to insure that it will offer pleas. 
ing and even startling vistas to visitors, 
White will be employed freely as a relief 
color. 

“In other words,” explained Garnsey, 
“every so often we'll wash the fair-goer’s 
eyes out and let him start over again. It js 
easy to become satiated with color.” 

Aside from its tonic effect on visitors, ad- 
vantages of the fair’s color scheme are (1) 
that it will be of great assistance in finding 
one’s way about the exposition and (2) that 
it is fluid enough to permit changes in lay- 
out without detracting from its effectiveness, 
Other fairs have adopted color patterns but 
have had to scrap them because of changes 
in architectural plans. 


Great care has been taken to prevent the 
fair’s daytime color scheme from interfering 
with night illumination of the exposition. 
After dark, visual effects will be obtained 
entirely by lighting, and close cooperation 
between color and lighting experts has been 
required to make sure that walls and other 
surfaces constitute an_ effective lighting 
background. 


Color within buildings will have no rela- 
tion to exterior colors but will be keyed to 
the kind of exhibits on display in a particu- 
lar building. Thus, soft, feminine colors 
will be used in the cosmetics building, while 
forceful hues will predominate in the Hall 
of Transportation. Here again the effect 
of light on colors has been carefully studied 
because all buildings will be artificially il- 
luminated. 

The fair’s color experiments are being car- 
ried on in the workrooms of the board of 
design. Here are not only hundred of color 
“chips” (slips of paper of every hue, shade 
and intensity) but boxes in which the chips 
may be studied under artificial light of vari- 
ous kinds and a one-twentieth scale model 
of the main exhibit area, 15 feet wide by 25 
feet long, by which a perfect visualization 
of color effects is obtained. Every bit ol 
color in the area, even flags and flower beds, 
is shown on this model. 

Exact tones and shades, however, are not 
determined from the model since it is seen 
under artificial light and the surfaces used 
are not those that will cover actual build- 
ings. Selection of paints will be made from 
samples applied to an outdoor palette 50 
feet long by 20 feet high. On this palette 
will be forty-eight slabs of stucco 3 feet 
square, and forty-eight key colors will be 
tested on it. 

The paints used will have already under- 
gone exhaustive tests by fair engineers to 
insure that they meet requirements for sun 
fastness, durability, lime resistance. and 
hiding power. For the past year more than 
360 samples on ten different kinds of stucco 
have been exposed to the elements i” the 
fair’s testing yard. It is estimated that 
buildings in the entire fair will require 200 
tons of paint: 
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Besbee Products Corporation 


Announces Contest 

To bring out the many animation and col- 
ored illumination effects possible with “Spell- 
Q-Light” contacts, a prize contest has been 
announced by the Besbee Products Corpora- 
tion, Trenton, N. J. The competition is open 
to all who build displays. To those submit- 
ting the best ideas for the use of “Spell-O- 
Light” contacts in displays, windows, dem- 
onstrations, exhibition booths, illumination 
effects, etc., there will be awarded the fol- 
lowing prizes: 

First, $100; second, $50; third, $25; fourth 
to tenth, copy of “Display Animation for 
1939” or $5 in cash, at the winner’s option. 

The contest begins immediately and closes 
August 15, 1938. Entries received after that 
date will not be considered. No entries will 
be returned. Winners will be personally 
notified and their names published in the 
Besbee Products Corporation’s advertising 
in DISPLAY WORLD. 

Judges of the contest will be I. L. Coch- 
rane, editor, Display Animation; Austin 
Lescarboura, advertising counsel; B. S. Ber- 
lin, president, Besbee Products Corporation, 
and R. C. Kash, editor, DISPLAY WORLD. 





Department of Labor Develops 
Exhibit On Lead Hazards 


The causes of lead poisoning—one of the 
oldest recognized industrial diseases and 
still one of the leading causes of disability 
among workers in industry—are very real- 
istically shown in an exhibit just released 
by the United States Department of Labor 
for use at safety conferences, state fairs, 
large expositions, and exhibits. 

A dusty and corroded lead pot of actual 
size furnishes the.setting.for- three -dioramas 
portraying ways by which lead gains en- 
trance into the body. These dioramas are 
seen one after another through the door of 
the lead pot and are explained by illuminated 
text which appears on a curtain which rises 
and falls between each scene. 

The exhibit, 10 feet 6 inches high, 5 feet 
in diameter, and occupying a space 5 feet 
square, is packed for shipment in three 
crates and weighs 1,350 pounds. The motor 
is equipped to use alternating current. It 
can be borrowed through the Exhibits Office 
of the U. S. Department of Labor by inter- 
ested groups who are willing to pay the 
freight charges involved in its shipment. 





H. T. Williams Wins 
Bragozzo Prize 

Hal T. Williams, store architect and dis- 
play supervisor, B. Altman & Co., New York 
City, has been awarded first prize in the 
window display contest sponsored by the 
Bragozzo Group. More than 100 stores took 
part in the contest, which was for displays 
of American created styles inspired by native 
Italian fishing boats. (A photograph of one 
of Altman’s displays on this subject was pub- 
lished on page 4 of the May issue of DIS- 
PLAY WORLD.) 

Second prize was awarded to Joe W. 
Reich, Joske Brothers, San Antonio, Texas. 

Judges of the contest were Earl W. Elhart, 
editor, Retailing—executive edition, and C. 
K. MacDermut, Jr., editor, Department Store 
Economist. 
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Uy 
POINT-OF-SALE 
DVERTISING 


» | TOPPING WASTE in Point-of-Sale adver- 
: tising—waste in selling hours—is being 
done by thousands of Displaymen, Sign Men 
and Salesmen—with Kling-Tite, the Automatic 
One-Hand Tacker. It gets up more displays, 
in more stores, in less time, with less effort 
—getting materials into selling action hours 
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earlier! 


Kling-Tite Automatic 
One-Hand Tacker 

















Visit the Maharam booth at the conven- 
tion at the Mayflower Hotel, Washington, 
June 26th to 30th. We'll be there to meet 
you and greet you. This year Maharam 
puts the accumulated experience of over 
22 years in the display field at your dis- 
posal. You'll find the Maharam exhibit 
bigger, better and more complete than 
ever. 


Samples 
and Prices 


MAHARAM CAN 
FILL EVERY 
DISPLAY NEED 


on 


Request 





NEW YORK—130 WEST 46th STREET 
Chicago—6 East Lake Street 
St. Louis (De Soto Hotel) 


MATEX PLIOFILM 
WINDOW CONTEST 


Maharam launches a 
nationwide window dis- 
play contest at the I. 
A. D. M. Convention. 
Get details and regis- 
ter at the Maharam 
booth. Liberal cash 
prizes. 
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In developing display material to be used 
by retail stores in their promotion of Pioneer 
belts, braces, garters and jewelry buckles, 
there is always a tremendous temptation to 
become flashy, to develop display material 
that experts will call “clever.” 

But whenever we find ourselves thinking 
along these lines, we pull ourselves up short 
and remind ourselves in no uncertain terms 
that the purpose of our displays is to sell 
merchandise for the retailer, not to earn a 
reputation for cleverness for ourselves. 

We try to make our decisions regarding 
our display material from the retailer’s angle 
and carefully avoid making them from the 
manufacturer’s angle. We design the type 
of displays that we feel a retail displayman 
would design for his own use. We claim no 
particular credit for this, because, after all, 
it is the businesslike and logical approach; 
and businesslike and logical approaches 
seem’ to be the ones that bring home the 
bacon in the way of getting the displays 
used regularly and frequently by desirable 
outlets, and in turn selling merchandise 
across the counters of these outlets. 

In the development of our display mate- 
rial for the first half of 1938 it was our 
desire to have it present merchandise in such 
a way that the merchandise itself would not 
be overshadowed by the display. A study 
of our sales record so far this year clearly 
indicates that our displays have accom- 
plished just this. 

Take Pioneer Streamlox-Customfit braces 
for example. During the first five months of 
19358 we have sold more of these than during 
any five-month period since this new and 
different construction was developed by our 
experimental laboratories. We believe that 


our displays have played a big part in this 
success because the volume on these braces 
has gone ahead despite the recession, and 
large 


represents to such a extent repeat 
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By MORIZ M. DREYFUS 


Pioneer Suspender Company, Philadelphia 


business from merchants who have utilized 
these displays in promoting the braces. 

Our herringbone and gabardine brace pro- 
motions have been tremendously successful. 
We anticipated big sales when we launched 
these promotions and thought that our an- 
ticipations were very optimistic, but the sales 
of these two items ... the manner in which 
the promotions went across in retail stores 
; far exceed our fondest expectations. 
It is quite true that the reputation for qual- 
ity Pioneer has built over a period of sixty 
years enables anything that we launch to 
start out with a fine chance of success, but 
in connection with the herringbone and 
gabardine promotions, the big volume we 
have done is represented by repeat-business 
from retail stores that have utilized these 
displays in promoting the ideas. 

Insofar as sport belts are concerned, it is 


NEW... SMART... STURDY 
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GENUINE LUGGAGE RAWHIDE 
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too early in the year to be able to make 
definite reports concerning retail sales in 
northern stores, but we do know that in the 
South, particularly in Florida where sport 
belt business in retail stores opens up in 
January and February, the merchants have 
sold more Pioneer sport belts so far than 
they sold in 1937 during the entire year. 
Here again we feel that dynamic displays 
have played an important part. 

About four weeks ago we launched some- 
thing entirely new ... belts made of genuine 
luggage rawhide. A new and radically dif- 
ferent idea is sometimes slow in taking hold. 
We were very much surprised, therefore, 
when our salesmen in their first week out 


—Paraphrasing the expression: "I'd rather 
be right than be president,"’ Dreyfus declares 
“We'd rather our displays sold merchandise 
than be '‘clever.'"' Typical examples of the 
hard-hitting point-of-sale material furnished 
by Pioneer are seen in the four illustrations— 
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Clever Displays? Wo. Ihanks! 


ay PIONEER 





on the road with these belts sold more of 
them than we had expected to sell in the 
first month. Our surprise was even greater 
a little later when we found that stores who 
had bought these belts and used our rawhide 
belt display unit in promoting them, were 
sending in orders for fill-ins with great fre- 
quency and for substantial amounts. 

Again we do not attribute this entirely to 
the display unit. We know that the public 
is becoming more and more quality conscious 
and that since the Pioneer name stands for 
quality, Pioneer products are much in de- 
mand, but we do feel that the display de- 
signed from the retail store’s angle has been, 
to a large measure, responsible for having 
attracted the attention of the consumer to 
this new belt development. 

Our boys’ belt business has never in our 
entire history been better than it has been 
during the first part of 1938, both in terms 
of original orders from merchants, and fill- 
ins. Once again.we believe that the boys’ 
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belt displays, designed to focus attention on 
the merchandise itself rather than to over- 
shadow it, have been a big factor. 

It is our hope that we may continue to be 
strong enough to avoid the common pitfall 
of trying to win approbation for our displays 
themselves, rather than for the job that they 
accomplish for the retail stores using them. 
It is our feeling that our two primary func- 
tions regarding displays are to help the dis- 
playman in the retail store to promote our 
products and to help the store itself to sell 
our products. We would far rather have the 
dispiayman and the store owner thank us for 
the good selling job we have helped them 
to do than we would have them compliment 
us merely because we have developed a series 
of “pretty displays.” 

Our display organization, Merchandising 
Arts, Inc., has been developing functional 
displays that sell merchandise for quite a 
number of seasons and both they and we 
are now hard at work in the development of 
a completely new display set-up that will 
again build bigger business for retail mer- 
chants during the last half of 1938. 





Nalco Products To Be Shown 
At |. A. D. M. Convention 

Decorative display papers of Nalco, Inc., 
116 East 27th street, New York City, will 
be shown at the booths of Garrison-Wagner 
Company at the International Association of 
Display Men convention, Mayflower hotel, 
Washington, D. C., June 26-30. Harry 
Prochaska, president of Nalco, Inc., will be 
at the Mayflower during the entire conven- 
tion. The various display papers pro- 
duced by Nalco have been well received by 
the entire field. Literature can be obtained 
by writing the firm at the New York City 
address. 





Charles Tenney Wins 
Display Contest 
A window display designed and executed 
by C. H. Tenney, The Dalton Company, 
Baton Rouge, La., was recently given first 
prize in the Waldes Koh-I-Noor Kover-Zip 
display contest. First prize was $25. 
Second prize of $15 went to Joseph Blaine, 
Oppenheim Collins, New York City, while 
Edward L. Ferguson, The Fashion Company, 
Columbus, Ohio, won the third prize of $10. 





Keith Shaw Wins 
Poster Contest 

Keith Shaw, New York City illustrator, 
has been awarded the $1,000 first prize in the 
Devoe & Raynolds “Drive Safely” contest. 
His poster won first place among 3,026 en- 
tries from all parts of the country. It por- 
trayed Death’s hand placing a new license 
Plate bearing the word “Fool” in flaming red 
letters on the back of an automobile speed- 
ing through the night. 


Display Paper Products 
Takes New Quarters 
The Display Paper Products Company, 
formerly at 560 West Lake street, Chicago, 
has moved into considerably larger quar- 


ters in a ground floor location at 608-10 
West Lake street. 
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New Display Effects 


are always possible with 


WALLBOARD TUBES 


DO YOU KNOW 
the ever increasing number 
of uses for WALLBOARD 
TUBES? The constant de- 
mand for tubes all over 
the country for window 
backgrounds, display units 
and the modernizing of 
interior departments has 
caused us to express our 
appreciation that display- 
men are always develop- 
ing new uses for tubes. 

ne Ec RT ins 
The unlimited possibilities 
that you are taking ad- 
vantage of has _ been 
deeply gratifying to us. 


The demand created for 
tubes has enabled us to 
ship thousands of lineal 
feet monthly in all sizes. 


The use of tubes in all 
forms of display work is 
unprecedented. 


Fill your tube require- 
ments through your near- 
est dealer, or write direct. 





MUTUAL SALES & MFG. CO. 


(Creators of MUTUAL DISPLAYS) 


1101 POWER AVE. 


CLEVELAND, OHIO 











The Fountain Air Brush 


The AirBrush of the Particular Artist 





The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 














MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, charm- 
ing, sophisticated. 


FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 


In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


7 West 36th St... ae 2 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 








GREETINGS 


Delegates and Visitors 
to the 


1. A.D. M. 


CONVENTION 
WASHINGTON, JUNE 26-30 


are most cordially invited to call on 
us at our new ultra modern building 
and see our show rooms with beau- 
tifully installed displays en route 
either to or from the convention. 





Every facility at our command is 
ready to serve you with the newest in 


DECORATIVE DISPLAY 
PAPERS, 


CORRUGATED MATERIALS, 
FABRICS, TINSELS, 
TURNTABLES, NOVELTIES, 
AND DISPLAY ACCESSORIES 


We can supply most dispiay needs 
at lowest prevailing prices and 
our large stocks permit prompt de- 
liveries. If it’s a new display item, 
we have it. 





IF YOU CAN'T VISIT US WRITE 
FOR’ ILLUSTRATED FOLDERS 
AND CATALOGUE OR FOR 
OUR REPRESENTATIVE TO CALL 





THE 


DISPLAY CENTER 
OF PHILADELPHIA 


718 CHESTNUT ST. 
PHILADELPHIA, PA. 





SAMUEL J. HANICK, General Manager 
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The International Association of Display 
Men nominating committee, composed of 
three members, met in St. Louis recently and 
the results of the meeting are printed on 
page 10 of this issue. They may have spent 
considerable time selecting the other candi- 
dates, but quickly passed over the head of 
the ballot with this statement: “It is our 
sincere belief that the president should have 
another year in which to carry out his asso- 
ciation plans.” Looking down the list of 
vice-presidents we see some mighty fine 
names, but to our surprise we find the office 
of treasurer having two new faces on the 
ballot, leaving out the able and capable 
treasurer now in office, William Arinow, 
Shillito’s, Cincinnati. It seems odd that the 
nominating committee should make the state- 
ment concerning the president and then turn 
hands down on the next most important 
office holder, the treasurer. The treasurer of 
the I. A. D. M., let us not forget, is the 
watch-dog of your money and mine. He is 
the man that is bonded for $5,000 and signs 
all checks. Leaving the present treasurer 
off the ballot is something that should in- 
terest every member because it seems the 
plans for next year, whatever they may be, 
do not coincide with the frugality of our 
present treasurer. 





I wonder if a certain merchant was seri- 
ous when he told a sportswear buyer that 
this season would be the biggest slack season 
in years. 





Rumors concerning the Kansas City Dis- 
play Men’s Club selling out to St. Louis 
for the 1939 convention in hopes of landing 
the 1940 convention are emphatically denied 
by Milo R. Landes, president of the Kansas 
City club. He says: “Kansas City will be an 
ideal convention city for next year, and we 
certainly do not have to sell out to St. Louis 
or any other city to get the 1939 convention. 
Our location and facilities make this city 
second to none for a successful convention. 
We have never had a convention, therefore 
it will be new to everyone.” Words like 
the above spell leadership and President 
Landes seems to have the reins well in hand, 
driving the big band wagon with its sixteen- 
horse team toward Washington. These dis- 
playmen are going right after the convention 
for 1939! May Landes have better luck than 
Landon! 





The only rose without a thorn is friend- 
ship. If we wrong our friends and forfeit 
their friendship, we will lose, after all, in 
the battle of life as a displayman. For what 
is display success without display friend- 


“ship? The most valuable asset a displayman 


can have is good display friends. Aristotle, 
the great Greek philosopher, said that the 
man who desires to live in solitude and has 
no friends partakes of the instincts of a wild 
beast, and I can believe it. We go to a 
strange city and stand on the street watching 


the crowds pass us by. They are not com- 
pany; their faces are just a series of fast- 
moving displays; their talk is nothing but a 
chattering of dull sounds—and we are lonely, 
And then we return home, back to our 
friends who greet us with a friendly “hello” 
and we are immediately surrounded by an 
air of affection which quickly drives the 
loneliness from our souls. Friendship is a 
tender relation. It can easily develop fric- 
tion. It is worn thin in politics. It is often 
strained in business relations. It is chilled 
by gossip. But nothing is more beautiful 
than a friendship that endures and grows 
stronger with the passing of time. 





Displaymen who have climbed the ladder 
to success are in nearly every case helped 
along the line by some older and more ex- 
perienced displayman. Self-made displaymen 
who give credit for their success to them- 
selves are only the ones who assume that 
air of superiority after they reach the top. 
Their memory is short. Once they reach the 
spotlight they become too important to 
fraternize with their fellow displaymen in 
their city. Nearly every city has one or 
more of this type, but the rose without a 
thorn to our knowledge is Oklahoma City. 
Truly, display friendship runs high here, like 
a fresh-spouting oil well. L. L. Wilkins, 
Kerr’s; Fred Powers, Brown’s; Bill Good, 
Harry Katz’s, and Ed Lisle, at Harburton’s, 
are all the best of friends, but that’s not all 
—they also speak to Claude Adams at 
Street’s and fraternize with all the rest of 
the boys in Oklahoma City. They are men 
of display as well as displaymen! It’s a 
twenty-one gun salute to the men of Okla- 
homa City. What was that, another shot? 
Why, twenty-two? Oh, that’s for Wilkins. 
He won the Talon fastener contest! 





The displayman who turned copywriter 
during the advertising man’s absence turned 
out this card copy for a window of rugs: 
“Housewives, why buy rugs when it is so 
easy to hook them?” 





To my many friends in the display field 
who are interested in this, may I repeat that 
the “Bingham for President” signs have been 
put in moth balls along with the old over- 
coat for this season. Thank you for your 
loyalty. I’ll be seeing you at the Mayflower. 





Comfort Dramatized 


By Coat Form 

The “Acme Flicker Form” being sold by 
the L. & M. Form Company, 2 Wallabout 
street, Brooklyn, N. Y., dramatizes the cool- 
ness of men’s summer wear in an interesting 
way. The form is semi-backless, with pro 
visions for a light connection inside to show 
the porous nature of the displayed merchat- 
dise. The form may be used in the regular 
way after the summer season. 
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Bert A. Landers Dies 
At Age Of 68 


Bert A. Landers, well-known figure in the 
display industry and head of the Los 
Angeles fixture firm of the same name, died 
suddenly May 14 following a heart attack. 
He was 68 years old. Funeral services were 
held May 17 at the Little Church of the 
Flowers. 





Bert A. Landers 


Landers was born in southern Illinois and 
for many years was a displayman in Lincoln, 
Neb., and Des Moines, Iowa, later serving 
in the same capacity for the Broadway De- 
partment Store, Los Angeles. He entered 
the fixture field some thirty-five years ago. 
He had a host of friends and his death came 
as a shock to the many persons privileged 
to know him. He leaves a son, Challen F., 
secretary of Bert A. Landers, Inc., who will 
continue the business, and a daughter, Mrs. 
Helen M. Shupe. 





Kneis, Wagner, And Hansen 
Win Cannon Contest 

Karl Kneis, Stix, Baer & Fuller Company, 
St. Louis, Mo., has been awarded first prize 
in the Cannon towel and sheet display con- 
test, followed by George H. Wagner, J. L. 
Brandeis Company, Omaha, Neb., and W. 
P. Hansen, Zion’s Cooperative Mercantile 
Company, Salt Lake City, Utah, in that 
order. 

Honorable mention went to P. Pellegrini, 
Daly Brothers, Eureka, Calif.; Frank Early, 
Gilchrist Company, Boston, Mass.; Miss E. 
Wollner, Gimbel Brothers, New York City; 
A. J. Harper, Howland Dry Goods Company, 
Bridgeport, Conn.; M. H. Luber, The Killian 
Company, Cedar Rapids, Iowa; L. L. Wil- 
kins, Kerr Dry Goods Company, Oklahoma 
City, Okla.; J. R. Foley, LaSalle & Koch, 
Toledo, Ohio; Carl W. Ahlroth, The May 
Company, Los Angeles, Calif.; H. E. Lauter, 
Walker’s, San Diego, Calif., and James Mc- 
Creery & Co., New York City. 





Wall Board Tubes Gain 
In Favor Of Field 


Wall board tubes continue to increase in 
Popularity in the display field, with novel 
effects constantly being attained by display- 
men through their use. Little construction 
IS necessary where they are employed and 
the large range of diameter sizes is also of 
advantage, according to Mutual Sales & 
Manufacturing Company, Cleveland, Ohio, 
distributors of the tubes. The firm reports 
a large number of shipments going forward 
from its plant daily. Tubes in all sizes are 
available in full-, half-, and quarter-round. 
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LUMINOUS 


DISPLAY EFFECTS 


ATTENTION, DISPLAYMEN! Now you 
can put radiant color and indirect light- 
ing effects into your displays and get 
flexibility and permanence as well. 

The new laminated plastic sheet, Trans- 
lucent Lamicoid, gives you a lustrous 
surface, non-shatterable material which 
can be readily adapted to your own 
designs. It can be easily cut for a spar- 
kling background or insert ... curved for 
an illuminated column ...mounted behind 
a frame for an eye-catching message 
panel ... printed or painted for a name 
plate. And you can specify any one of 
nine brilliant colors or white. 


SEND FOR SAMPLES 





. with FAASSLUCENT ramicot 


Non-shatterable 
Readily curved and machined 
Light in weight 


Smooth, rich finish 


Easily printed or engraved 


l. 

y 5 

3. 

4. 

5. Non-inflammable 
6. 

7. 9 brilliant colors or white 
8. 


Low in cost 


LAMICOID 








MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 


Send me samples, prices and complete data on Translucent Lamicoid. 


Cc 





Addr 


| 


y 





DW6-38 
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—Schick Dry Shaver, Inc., is 
dramatizing the promotion of 
their product with reproductions, 
at the point-of-sale, of effective 
ii magazine and newspaper _illus- 
OST COMFORTABLE SHAVE Be Ac trations. These, mounted on a 
triad which revolves slowly, per- 
mits the onlooker to see for him- 
self how simply the shaver oper- 
ates. The display is built of wood, 
finished in deep-colored lacquers. 
Designed and manufactured by 
Kay Displays, Inc., New York 
City— 


VED 


AND 7 YEARS 





—The Otis underwear 
display is constructed 
in the form of a pic- 
ture frame reproduced 
in five colors and 
burnished gold. The 
size is 24 by 40 inches. 


— The new Hiram 
Walker display fea- 
turing Ten High whis- 





key is one of the most 
powerful merchandis- 
ing displays seen in 
some time. A life- 
sized man_ kneeling 
beside a lithographed 
case of whiskey, holds 
a banner in his hands 
to announce "Today's 
Best Buy is Ten High.” 


—The Pond's display, 
reproduced in nine 
colors, is 44 inches 
high, 29 inches wide, 
and 1144 inches deep; 
it knocks down to ap- 
proximately 30 by 40 
inches, each stand 
being packed in an 
individual corrugated 


The frame is furnished 
with an easel, and 
with a string for hang- 
ing. Produced by Ob- 
erly & Newell, New 
York City— 


The window piece 
calls for a mass dis- 
play of bottles and 
promotes the idea of 
a "big sale" at no 
actual reduction in 
price— 


container. Designed 
and produced by Ob- 
erly & Newell— 





—Landers, Frary & Clark, New 
Britain, Conn., uses a new floor 
display stand designed and man- 
ufactured by Robert Gair Com- 
pany, Inc., for the marketing of 
Columbia vacuum bottles and 
lunch kits. The display shows two 
sizes of bottles and a number of 
lunch kits— 


—This effective window display 
was created in the Schenley sales 
promotion department to drama- 
tize the appetizing long, tall 
drinks made possible by Silver 
Wedding gin. In nine colors and 
gold, the center piece is a highly 
artistic three-dimensional _litho- 
graph. In the background is a , a 

golfing scene— —— 
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JOBBERS! 


FOR LATEST STYLES IN 


MANNEQUINS 
CHILDREN’S FIGURES 
SEE 


FELIX MASSO 


257 WEST 17TH ST. NEW YORK CITY 




















DAVID HAMBERGER INC. 


Manufacturers and Importers of 
Decorative Flowers and 
Display Novelties 
115 WEST 3ist ST. NEW YORK CITY 

















FOIL ORNAMENTS 2.022 cists cc 
Leaves, Clusters, etc. 
IN HEAVY ALUMINUM FOIL 
IN SILVER, GOLD AND A VARIETY OF 
COLORS AND SHADES 
SEND FOR CATALOG 
KRISTEL KROME COMPANY 
636 Potrero Ave. San Francisco, Calif. 





Barbizon Display Contest 
To End July 15 

Garfinkel & Ritter, 148 Madison avenue, 
New York City, has announced that the 
firm’s national display contest for stores 
selling Barbizon lingerie will end July 15, 
having opened May 20. The only require- 
ments for entry are that a photograph of 
the contestant’s display, not necessarily by 
a professional photographer, be submitted 
before closing date. Cash prizes are $100, 
$50, and $25, with merchandise awards for 
the next four places. Judges are Mrs. Claire 
Lang, Franklin Simon & Co.; Mrs. Polly 
Pettit, director, New York School of Dis- 
play, and Earl W. Elhart, editor, Retailing 
—all of New York City. 





Certificate Of Approval 
Awarded To Oakland 


The Outdoor Advertising Association of 
America has announced the award of its cer- 
tificate of approval to the Oakland Textile 
Company, 461 Fourth avenue, New York City, 
for its “Victory” banner and sign cloth. All 
tests of Oakland Sign Cloths were reported 
Satistactory. 


l. A. D. M. To Repeal 

Voting Rule 

The home office of the International Asso- 
tiation of Display Men is reported to be 
taking action to repeal the clause in the 
by-laws under which members of the or- 
8anization must have belonged for at least 
six months before being eligible to vote at 
the annual election. 





DISPLAY WORLD 


Schoenlaub To Be Nominated 
For |. A. D. M. Office 


At the regular monthly meeting of the 
Greater Cincinnati Display Club, held at the 
Hotel Netherland Plaza, Cincinnati, Ohio, 
on June 6, it was unanimously voted to 
nominate the organization’s president, H. R. 
Schoenlaub, for the office of president of the 
International Association of Display Men at 
the I. A. D. M. convention to be held this 
month in Washington, D. C. Schoenlaub, a 
member of the Kroger Grocery & Baking 
Company home office display staff, has been 
an active member of the local group for 





H. R. Schoenlaub 


many years and has served as a most capable 
officer since his election last October. 

At the same meeting it was decided to 
nominate Frank G. Bingham, Robertson 
Brothers, South Bend, Ind., for the office of 
first vice-president of the national associa- 
tion. Bingham, a candidate for president 
last year, has announced his intention of not 
competing for office, and his reaction to the 
move of the Cincinnati club is not yet 
known. 

W. C. Hendricks, advertising and sales 
promotion manager, Certain-teed Products 
Corporation, New York City, was the prin- 
cipal guest speaker at the meeting, discuss- 
ing the status of display as an important and 
valuable advertising medium. Among other 
angles of the subject he stressed the neces- 
sity for carefully planned and well-executed 
interior settings. 

A speaker from the local merchants’ asso- 
ciation outlined plans for a_ city-wide 
Father’s day promotion. 

Following the business session the group 
inspected a highly interesting series of in- 
terchangeable display units originated by 
Certain-teed Products Corporation, featur- 
ing realistic wood finish reproductions in 
knotty pine and walnut. The members of 
the club were then entertained at a_ buffet 
lunch through the courtesy of Certain-teed. 





New Zealand Company Sponsors 
Motion Display Contest 


C. H. Andrews, head of the Wellington, 
N. Z., display firm of the same name, is 
sponsoring a display contest for stores in his 
country. Awards will be made for the best 
entries illustrating the selling power of mo- 
tion displays. Andrews is New Zealand dis- 
tributor for the Stevenson Animotor, sup- 
plied by the Stevenson Engineering Com- 
pany, La Porte, Ind. 
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PROFIT-WISE 


DEALERS ARE 
MAKING MONEY 


With This New, Fast Selling Item! 
There Is a Ready Market For 


MOULDING 


Let Irving Berlin show you how it opens new 
business fields for you, as well as bring NEW 
profits from your present customers. 


GET YOUR SHARE OF THIS MONEY- 
MAKING MOULDING BUSINESS! 


Chromium covered moulding — Foil covered 
moulding — Stainless Steel moulding — Auto- 
motive metal moulding — Architectural metal 
moulding — Snap-on metal moulding and Frame 
mould.ngs . .. For Display Booths, Theatres, 
Fronts, Bars, Furniture, etc., etc. 








Manufactured by 
The first thought for Artists’ and Sign Writers’ Su 













314 W. 44th ST, 


new YORK CiTy, 





TO DEALERS WHO 
WANT MORE PROFITS 


CARDBOARD BUSINESS 





CARDCRAFT offers a complete line of 
cards made by skilled craftsmen to 
please the most critical user. 


CARDCRAFT backs their product with 
national advertising to create demand. 


CARDCRAFT dealer 
profits. 


policy assures 


Mail this coupon now! Please send me further 
details of your attractive dealer proposition. 


MON Fn ok swig want ieee de cdings ds eke 

Street 

RW sc co cenicuceeaeke viakkse ede <2 aaah 
OC Dealer C) Consumer 


Cardcrafts, Inc. 


115 Wooster Street New York City 
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DISPLAY EXPERT'S OPPORTUNITY 


<> 





BENDIX 
PROD 














Photomurals—in fast-growing demand for exhibits 
at Trade Shows, Industrial Conventions, World's Fairs 
—increase the drawing power of the display and 
mean more business, greater profits for display experts. 


Let K. & F. help you as a designer-builder of ex- 
hibits using photomurals. Unsurpassed facilities and 
experience are at your service. 


Write today for new, 1938, illustrated brochure. 


KAUFMANN & FABRY CO. 


425 SOUTH WABASH AVENUE CHICAGO, ILLINOIS 
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CHICAGO 
CARDBOARD 
COMPANY 


666 W. Washington Boul. 
CHICAGO, ILL. 
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LAVISH "BALANCED RATIONS" 
FOR |. A. D. M. DELEGATES 
[Continued from page 11] 
Company, Dazian’s, Inc., Certain-teed Prod- 
ucts Corporation, Window Advertising, Inc, 
Mileo, Inc., Display Mannequins, Nat Siegel, 
Cyrille Steiner Studios, Dis-Play-Well, Inc, 
Maharam Fabric Corporation, Select Art 
Flower Co., Inc., L. J. Charrot Company, 
Decorative Plant Company, Greneker Stu- 
dios, Stroock Display Company, Acme Redi- 
trim Company, and James B. Williams, all 

of New York City. 

Greggory, Inc., Silvestri Art Manufactur- 
ing Company, Display Products of America, 
U. S. Gypsum Company, Adcaster, Inc., In- 
ternational Register Company, W. L. Stens- 
gaard & Associates, Inc., Merchants Record, 
Stevenson & Twyman, Adler Jones Company, 
and J. H. Smith Veneers, all of Chicago. 

Trenton Potteries, and Besbee Products, 
Trenton, N. J.; L. A. Darling Company, 
Bronson, Mich.; American Tissue Mills, 
Holyoke, Mass.; Garrison Wagner Company, 
and American Fixture Company, St. Louis, 
Mo.; Sherman Paper Products Corporation, 
Newton Upper Falls, Mass.; Ankerum Man- 
ufacturing Company, Reyburn Manufactur- 
ing Company, and Segall & Sons, Philadel- 
phia, Pa.; Gibraltar Manufacturing Com- 
pany, Inc., Jersey City, N. J.; Schoemann & 
Mayer, Inc., Brooklyn, N. Y.; DISPLAY 
WORLD, Cincinnati, Ohio; Martin Brothers 
Electric Company, and Mutual Sales & 
Manufacturing Company, Cleveland, Ohio; 
Charles Johnson, Los Angeles, Calif.; Earl 
Gasthoff Company, Danville, Ill.; Stiver Stu- 
dios, Columbus, Ohio; Becker Sign Supply 
Company, Baltimore, Md.; W. M. Zeppen- 
Field Studios, Hollywood, Calif.; Denni- 
son Manufacturing Company, Framingham, 
Mass.; Shoe Form, Inc., Auburn, N. Y.; The 
Upson Company, Lockport, N. Y.; Profita 
Mannequins, Dallas, Texas; Oltmanns, 
Omaha, Neb.; Hugh Lyons.& Co., Lansing, 
Mich., and Old King Cole, Inc., Canton, 
Ohio. 





Arthur Meyer Moves 
To New Orleans 

For the past five years a_ representative 
of the Maharam Fabric Corporation in St. 
Louis territory, and for some time president 
of the St. Louis Display Club, Arthur Meyer 
has formed the Gulf States Display Com- 
pany and in future will serve as a distributor 
for Korrect-Way products. His firm will 
serve the South from Galveston, Texas, to 
Pensacola, Fla. Headquarters will be estab- 
lished at 320 Godchaux building, 527 Canal 
street, New Orleans, La. Meyers will handle 
all types of display merchandise. 

His successor in St. Louis has not yet 
been announced. 





Practical Ideas Feature 
"Alliance" Showrooms 

Display Alliance, Inc., located at 1150 
Sixth avenue, New York City, specializes m 
showing the practical application of display 
ideas and materials in its streamlined dis- 
play windows. The organization, under the 
direction of Arthur Cohen, was formed re- 
cently by Dazian’s, Inc., Leopold Sonn & 
Brother, and Select Art Flower Company, t0 
facilitate display purchasing for the mer- 
chant and display manager. 
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A New Service 








“Build It Yourself “’ 


You can get professional advice 
building all your store and window 
decorations. 


Modern department revamping, In- 
terior trims, Dramatized units, Arti- 
ficial flower pieces, set pieces, 
Window backgrounds, show case 
trims, Toy department layouts, 
Store fronts. 


Information covering all details, 
working plans, new materials, de- 
signs and finishes worked out by 
expert artists and factory execu- 
tives. 


Display managers and stores with- 
out appropriations sufficient to 
carry out these requirements can 
get this professional advice worked 
out in every detail. 


We submit not one but several 
ideas, for your approval. 


Display Service Division 
Elmira, N. Y. 








We Are Headquarters For 


DECORATIVE 
DISPLAY FABRICS 


THEATRICAL DISPLAYS 
WINDOW DISPLAYS 
STORE WINDOW PANELS 
WALL COVERINGS 
SHOW CASE LININGS 
EXHIBIT BOOTH DECORATORS, Etc. 


Jobbers Inquiries Solicited 


OAKLAND TEXTILE CO. 


461 Fourth Ave. New York City 














NEW WINDOW TRIMMERS AID! 


Combination Hammer, Nail Puller 
and Screw Driver. 


Fits your vest pocket. Each...... 35¢ 








Mail orders promptly filled. No window 
trimmer should be without one. 


Send Trial Order Today 


RUDOLF ORTHWINE 3%.":.%"<% 


®eMOULDINGS ® 
FOIL COVERED—21/, PER FT., UP 


Double pointed nails for invisible installation, 20c C. 
Chrome Price Markers 
SETS FROM $3.95—175 PIECES 
4 COLOR ARTISTS PENCIL--$1.85 
Distributors and Salesmen Wante 


MASTER METAL MOULDING CO. 


19 Madison Avenue New York City 


*Please Mention DISPLAY WORLD 
When Writing Advertisers 











DISPLAY WORLD 


New Light Sources 
Use Fluorescence 

The Westinghouse Lamp Division, West- 
inghouse Electric & Manufacturing Com- 
pany, has announced the production of an 
illuminant employing fluorescence. The new 
lamps, tubular in shape, are termed “Fluores- 
cent Lumiline.’ They produce light by a 
novel method, differing from both incandes- 
cent and luminous vapor lamps, and giving 
much more light per watt, color for color. 
In tinted lamps from 30 to 50 times as much 
light per watt is produced by the new lamps 
as has been possible heretofore, it is said. 

The lamps are introduced in four sizes, 
five colors, and two shades of white. All 
are tubular, varying from 18 to 36 inches in 
length and from one to one and a half inch 
in diameter. Colors are white (warm), white 
(daylight), gold, red, blue, pink and green. 
The lamps are double ended. Each end is 
equipped with two pins which fit into a spe- 
cial receptacle. 

The lamps utilize a very low pressure 
mercury vapor discharge which produces ul- 
traviolet radiation, giving very little visible 
light or heat radiation. The inside surface 
of the glass tube of the lamp is coated with 
chemicals which fluoresce, or glow when 
struck by invisible ultraviolet rays. These 
chemicals are “transformers” of radiation, 
changing ultraviolet to visible light. The ef- 
ficiency of this process is extremely high 
and the transformation produces practically 
no heat. 





"Flame Proof" Displays 
With New Fluid 

The United States Flame Proofing Com- 
pany, Detroit, Mich., has announced the ap- 
pointment of Display Creations, Inc., Detroit, 
as national distributor of “Fla-munize” prod- 
ucts for the display trade. 

One of the items being featured is known 
as “Fla-munize” X-3000—a colorless, odor- 
less fluid about the consistency of water, 
used for flame proofing all types of textiles, 
paper, cardboard, etc. X-3000 will not affect 
the weave or cause fabric to deteriorate, and 
does not discolor or stiffen fabric, it is said. 
Materials can be treated by spraying, im- 
mersion or by sponging. Complete instruc- 
tions accompany each package. 

Additional information concerning this 
new and scientifically tested flameproofing 
method can be procured from Display Crea- 
tions, Inc., 1332 Broadway, Detroit, Mich. 


DeVilbiss Catalogue 
Is Released 

Announcement of a new catalog covering 
the company’s complete line of industrial 
spray-painting and finishing equipment has 
been made by The DeVilbiss Company. Full 
specifications on all standard items in the 
DeVilbiss line are given. All improvements 
and additions recently made on the com- 
pany’s products are included. Copies may 
be secured from The DeVilbiss Company, 
Toledo, Ohio. 


1,000,000 Window Transparencies 
For Candy Association 

Plans have been made by the National 
Confectioners’ Association to issue 1,000,000 
window transpatencies to stimulate the con- 
sumption of candy. 
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Showing the Famous 3/10 Model 
BRISCHOGRAPH 


with the 3/10 extension tube, that 
allows you to project copy to orig- 
inal size or smaller. 


3/10 model complete...... $25.00 
3/10 extension tube....... $ 3.00 
Sold On Ten Days Trial 
Since 1926 


Your money back upon receipt of 
model. To rated firms upon your 


order. 
At over 300 dealers or send direct to 


THE BRISCHOGRAPH CO. 


26 W. WEISHEIMER RD. 
COLUMBUS, OHIO 








MADE WITH 
36 MIGE 
BRISCHOCRAPE 





The 28x44 poster shown was made 
directly from the book, Poster Art, 
shown along side of the Junior 
model. 


THE JUNIOR MODEL $10.00 





Come complete ready to use. 








IMMUNE TO FLAME 


A Sensational 
New Discovery 


$9.50 


Per Gallon 


YOU CAN NOW FLAME PROOF YOUR DISPLAYS PERMANENTLY 


SEND FOR DESCRIPTIVE CIRCULAR No. 100 


DISPLAY CREATIONS, INC. 


1322 Broadway, DETROIT, MICH. 


“National Distributor to the Display Field” 








Our New Rubber Factory 


is at your service for all your 
Advertising Display Products: 


HANDS, HOSIERY LEGS, MINIATURE 


FIGURES, CORSET FORMS, 
TRADE MARKS, ETC. 


Advertising Rubber Display Co. 


265 WEST 17TH STREET 
NEW YORK, N. Y. 





We Specialize in 


FRAMES and 
MOULDINGS 


Chrome, Copper or Brass Finish; also, Zinc or 
Wood in Colors. A full line of Chrome Mould- 
ings constantly on hand. 


F. J. Ernewein Company 


THE HOUSE OF QUALITY AND SERVICE 


Established 1912 
23-25 DEMOND PLACE BUFFALO, N. Y. 











THE ARISTOCRAT OF 


PRICE MARKERS 


Smart Interchangeable Metal— 
Numerals & Letters in 4 Sizes 
3 FINISHES: SATIN—GOLD—CHROME 
Manufactured by 


COMBINATION PRODUCTS CO. 
64-74 WEST 23rd ST. NEW YORK CITY 
Actual samples sent on request 








Fordham Store Appoints 
Roy Conrad 

Roy Conrad, formerly with Blumstein’s, 
New York City, has been named display 
manager for the new Fay’s Fordham store, 
in the same city. He will be assisted by a 
staff of five men. 


JUNE, 1933 


Westinghouse Handbook 
Is Released 


Because of rapid advances made in the 
art and science of lighting during the past 
two years, and to provide a ready source 
of up-to-the-minute lighting facts, the lamp 
division of the Westinghouse Electric & 
Manufacturing Company has announced a 
completely revised edition of its lighting 
handbook. 

Titled “Artificial Light and Its Applica- 
tions,” the new edition is larger and much 
more comprehensive. Tables have been re- 
vised and the text has been simplified and 
profusely illustrated. Among some of the 
new chapters are those on photometry, color, 
theatre lighting, display, sports and recrea- 
tional lighting. 

Stressing the important part artificial 
lighting plays in eyesight conservation, space 
is devoted to the physiology of the eye and 
its reaction to light. The application of 
lighting in industry, commerce, and the home 
is fully treated. 

The book is a record of facts valuable to 
the experienced engineer for reference and 
to the beginner as a textbook. It is 8% by 
11 inches in size and contains 258 pages. 
Further information may be obtained from 
any district or branch office of the Westing- 
house lamp division, Westinghouse Electric 
& Manufacturing Company. 





Freydberg Bros., Inc., 
Appointed by Goodyear 

Freydberg Bros., Inc., announces the firm’s 
appointment as converters of “Pliofilm” for 
the making of ribbons, cords, tapes, and 
bindings. Pliofilm is a transparent film 
manufactured by the Goodyear Tire & Rub- 
ber Co. It has great tensile strength and is 
extremely soft and flexible. The film itself 
is completely waterproof and readily lends 
itself to stitching. 

Ribbons and cords made ‘of Pliofilm will 
be exceedingly strong, will tie easily, and 
have many other important decorative 
qualities. 


“Painting With Light" 
Claimed For Unit 

The Lou Sherman Sign Corporation, 43 
37th street, Long Island City, N. Y., has 
issued a folder on the Kirk color control 
unit, a novel color lighting development 
licensed in the United States through Ed- 
ward Schulhof. While space will not permit 
the lengthy technical description necessary 
to explain its operation, the unit is said to 
offer unlimited changes of color, design, ani- 
mation, and action in reproducing in col- 
ored light drawings, designs, etc. It can be 
used for interiors, windows, or for building 
exteriors. 


Schulhof Appointed 
By Lockwood 

Edward S. Schulhof, well-known as a 
color lighting expert and as the United 
States licensee of the Kirk Color Control 
patents and also a new development called 
“Liqui-Lite,” has been appointed factory rep- 
resentative for the Lockwood Electric Com- 
pany, Cincinnati, Ohio, manufacturer of 
color blending devices. His headquarters 








and showrooms are located at 43 37th street, 
Long Island City, N. Y. 
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Sherman Paper Exhibits 
New Corrugated Line 


Sherman Paper Products Corporation, 
Newton Upper Falls, Mass., is presenting 
for the first time a new, complete line of 
display corrugated materials for window 
and store display. The manufacturer is one 
of the pioneers in the field of specialty cor- 
rugated papers for packaging, and now 
enters the display field with a new product 
to be known as “Nu-Trim’”—said to be the 
only display corrugated sold in continuous 
rolls with the 72-inch width as well as other 
standard sizes of 30, 48, and 60 inches. 

Nu-Trim has a patented non-crushable 
corrugation making it highly desirable for 
flooring and lining cases and counters as 
well as for backgrounds for windows. It 
will not crush when walked on or show in- 
dentures from heavy articles. Another fea- 
ture is its printed backing that contains a 
complete alphabet in 5-inch letters, two sets 
of numerals, stars, leaves, punctuation 
marks, circles and two types of scallops 
running the entire length of the roll. In 
addition, the usual linear markings are 
shown. Nu-Trim is also available in 24- and 
48-inch metallic—gold, silver, Christmas red, 
green, and blue. 

Sherman Paper Products Corporation will 
have the complete line on display at the 
International Association of Displaymen 
convention, Mayflower hotel, Washington, 
D. C., June 26-30. 





"Anklettes" Received Well, 
Reports Company 


“Anklette” forms for ankle sock display 
are being received with much interest by the 
display field, according to a report from the 
Shoe Form Company, Inc., Auburn, N. Y., 
maker of an extensive line of shoe and 
hosiery forms. The “Anklettes” require no 
special supports, being balanced by a pat- 
ented weighted toe that keeps the forms in 
a natural position. Descriptive literature on 
the firm’s complete line can be obtained by 
addressing a request to the company, De- 
partment DW-6. 


$1,000 Grand Prize Offered 
In Display Contest 

The Interwoven Stocking Company, New 
Brunswick, N. J., is offering a grand prize 
of $1,000 for the best window display of 
Interwoven socks during a contest which 
ends June 25. Three other sets of prizes, 
each ranging from $500 down, will be award- 
ed. One group applies to entries from 
cities of 300,000 or more; a second for those 
with populations between 50,000 and 300,000; 
the third covers cities and towns under 
50,000. The best and most original Inter- 
woven show card wiil win a special award 
of $100, 








London Firm To Duplicate 
Bonwit Teller Displays 

An exact replica of the aquatic life dis- 
plays recently used by Bonwit Teller, Fifth 
avenue, New York City, has been ordered by 
Elizabeth Arden for installation in her dis- 
Play windows at her headquarters in Bond 
street, London, England. The Stroock Dis- 
Play Company, New York City, is the cre- 
ator of the novel crabs, fish, etc., used in 
the displays. 













DISPLAY WORLD 


Much Activity Reported 
At Maharam Corporation 

Activities ranging from the announcement 
of a display contest to the introduction of 
new lines of materials are reported from 
Maharam Fabric Corporation, 130 West 46th 
street, New York City. The contest, com- 
plete details of which will be announced to 
visitors to the Maharam booth at the Inter- 
national Association of Display Men conven- 
tion in Washington, D. C., June 26-30, and 
through DISPLAY WORLD on July 15, is 
said to have several prizes, ranging from 
approximately $100 down, for winning dis- 
play photographs—the displays to feature 
“Matex Pliofilm” in window decorations. 

Great interest is also being shown in the 
new Chromaloid mouldings in colors intro- 
duced by Maharam a few months ago, con- 
sisting of chrome moulding in gold, red, blue, 
and green. The firm has also added a 
leatherette covered moulding to its line. 

Maharam also announces its appointment 
as factory distributor for the well-known 
Architex line. A catalogue covering this 
material, as well as samples of the mould- 
ings mentioned above, can be obtained by a 
request to the firm. 


L. L. Wilkins Wins 
Talon Contest 

First prize in the national window display 
contest sponsored by Dritz-Traum Company, 
Inc., New York City, maker of Talon fasten- 
ers, has been awarded to L. L. Wilkins, Kerr 
Dry Goods Company, Oklahoma City, Okla. 
Other awards were as follows: second, 
George H. Wagner, J. L. Brandeis & Sons, 
Omaha, Neb.; third, Ken Goodwin, Sage, 
Allen & Co., Hartford, Conn.; fourth (tie) 
Art Dickinson, J. Ketola Company, Virginia, 
Minn., and Sidney J. Pickering, Griffin S. 
Hilliker, Ossining, N. Y. 

Judges in the contest were: Mack Gold- 
man, Women’s Wear Daily; Arthur Mellin, 
Notion & Novelty Review; A. I. Boreman, 
Dry Goods Journal; Adalin Padway, Dry 
Goods Economist; Constance Talbot, Na- 
tional Retail Dry Goods Association bulle- 
tin, and Victor W. Sebastian, DiSPLAY 
WORLD. 








Display Firm Uses Radio 
To Build Window Prestige 

The Chamberlain Window Display Com- 
pany, Syracuse, N. Y., is using announce- 
ments over radio station WSYR four times 
weekly to build up window display prestige. 
The theme followed is “Watch your dealers’ 
windows.” This is said to be the first dis- 
play service company to use radio for such 
a purpose. 


Macy's Modernizing 
Broadway Windows 

R. H. Macy & Co., New York City, is now 
having its entire Broadway battery of win- 
dows modernized. The windows for the 
present are entirely boarded up while work 
goes on. Completion and unveiling to the 
public will take place on August 15. 


M. J. Giltner, Salesman, 
Dies At Joplin 
M. J. Giltner, salesman for Grimm-Lam- 


bach Company, St. Louis, Mo., display house, 
died Monday, May 23, at Joplin, Mo. 





































We Present 


Number G53 in 
a New Series of 


distinctive designs 


the studio and 
workshop of 


MANKHEQUINS 
of TOMORROW 


We enthusiastically rec- 
ommend this new line for 
style, quality and reason- 
able price. It has every 
sign of a definite future 







trend — with no extremes 
to make it short-lived. 


In figures, facial types, finish and movement, 
there is great excellence and adaptability. 


See MANNEQUINS of TOMORROW | 


in our display room or write at once 
for full information 








DRAMATIZE 
BLOWUPS 


AND STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 

MURALS 


in Black and White, Color, 
Sepia or Monotone 




























Blowups are widely and effectively 
used in show windows, store inte- 
riors and for exhibits. 


Made from your own photos, or 
you can select suitable illustra- 
tions from our photo library. 
Superb subjects are available for 
many seasons and events. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 

















The greatest 


attention compeller 
in DISPLAYS is 


ae 
8 


Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
| the modern merchandise window or 





merchandise shelf one thing stands 
out, the animated display and all 
{{(/ me! (((( eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motion, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 


\ \ \ 
them on SPEEDWAY Turntables. 
(ie 


=% geared units comprise a complete 
) line that meets every display con- 
dition. 


WRITE FOR 
CATALOG 


Speed Way Mig., Co. 


1839 South 
52nd Ave., 
Cicero, Ill., 

Ss. A. 


These dependable 110v_ back- 


} 
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WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD _ 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 
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You spend good 
money for adver- 


ARDBOARD tising cutouts oer 
ee EASELS counter gag 8 


dise displays. 
is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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WINDOW DRAMATIZATION 
[Continued from page 3} 

sun, daylight and skylight which are free, 
should be utilized as much as possible. When 
an awning is used to cut out the direct rays 
of the sun, or when the day is gray, and 
even as a supplementary lighting to daylight, 
general illumination from window reflector 
strips or border lights probably to the level 
of 20-50 footcandles should be used. There 
is no selectivity in this type of lighting, nor 
perhaps should there be in lighting which 
is used in sale windows where a great mass 
of merchandise must be put on display. 

“Tt has been found that contrast means 
far more than simply the amount of light. 
The more general illumination is piled on 
the goods in a window, the higher any ac- 
centing light has to be, and vice versa. 
Where the background of a window is kept 
relatively dim, illuminated to between 0.5 
and 5 footcandles, it is obvious that localized 
lighting directed on the goods alone at a 
level of 50 footcandles may very well seem 
brighter than when background and goods 
are both illuminated to levels up to 200 foot- 
candles. From this it would appear that 
store window lighting is not one of piling 
on more and more light as is generally 
thought to be the case. It is difficult to 
calculate the actual amounts necessary, be- 
cause the final effect is the ultimate test. 
Ultimately the designer must be able to 
balance the intensities of background light- 
ing with that projected on the goods, by 
means of dimmers or by the most laborious 
method of changing the wattage of the lamps 
and selecting color mediums according to 
their transmission. 

“2. Color. Color is an essential quality 
of light and one which should not be omitted 
from window display work. In window dis- 
play work color can be readily controlled, 
creating a new artistic appeal with the in- 
escapable drawing power of a special atmos- 
phere that attracts the public as almost noth- 
ing else will. Every time the curtain goes 
up on a deep blue sky on the stage—applause. 
Every time a colorful review number winds 
up with a riot of color—applause. We all 
love it, and it simply can not be painted. 
It is colored light. Color is a problem but 
with experience and taste, it can be used to 
create far greater variety in windows than 
is obtainable through any other medium. 

“It is most practical to create color by the 
use of tinted glass slides, or primary color 
roundels (pressed colored glass plates of the 
heat-resisting type) in red, green, and blue, 
and one or two other colors used over the 
face of the border reflector strips and foot- 
lights, if any. There are a few simple rules 
which are helpful in understanding the use 
of color. 

“A. Red, green, and blue are primary 
colors in light, and by adding them together 
on a surface in varying quantities they can 
produce any recognizable tint or shade. 
When all three are used together they can 
produce a very acceptable synthetic white 
light. It is unwise to use strong colors ex- 
cept where dimmers are provided, with the 
possible exception of blue. The pigments 
and dyes appear to be a certain color or tint 
under white light because they select from 
the white light their apparent color to reflect 
and absorb-the rest. When their apparent 
color is taken out of the illuminating light, 
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they can reflect that much less and are cor. 
respondingly less bright; therefore, under q 
complementary color they can reflect theo. 
retically no light at all and they appear 
black. The following outline gives an indj- 
cation of how pigment or dye is affected by 
colored light: 

“If the merchandise is pale red to maroon: 
For natural effect, use violet or pink color 
slide. To exaggerate toward magenta, use 
blue color slide. To exaggerate toward 
orange, use straw or amber color slide. 

“If the merchandise is orange to yellow: 
For natural effect, use straw or pink color 
slide. To exaggerate toward green, use blue 
color slide. To exaggerate toward red, use 
pink color slide. 

“Tf the merchandise is green: For natural 
effect, use blue green, blue or violet color 
slide. To exaggerate toward blue, use blue 
color slide. To exaggerate toward yellow, 
use amber color slide. 

“Tf the merchandise is brown: For natural 
effect, use straw or pink color slide. To 
exaggerate toward green, use blue color 
slide. To exaggerate toward red, use pink 
color slide. 

“If the merchandise is blue: For natural 
effect, use violet color slide. To exaggerate 
toward magenta, use pink color slide. To 
exaggerate toward green, use straw or amber 
color slide. 

“Tf the merchandise is violet to purple: 
For natural effect, use violet, light pink or 
light blue color slide. To exaggerate toward 
blue, use medium blue color slide. To ex- 
aggerate toward red, use medium pink color 
slide. 

“If the merchandise is white: It will react 
directly to colors used. 

“If the merchandise is gray: It will react 
the same as white but subdued. 

“If the merchandise is black: Most pleas- 
ing under cool colors. 

“Other suggestions: For combinations of 
colors in merchandise, use slide common to 
both colors. For full line merchandise, light 
colors are best. Use deep colors for back- 
grounds and for startling effect. 

“B. The eye loves contrast and for that 
reason complementary colors seem most sat- 
isfactory. In fact, if a strong red color ap- 
pears against a gray background, the eye 
will make the gray background take on the 
appearance of the complementary color, 
blue-green. The eye becomes saturated with 
too much of one color and tends to change 
the normal effect of any other color seen 
with it. 

“The eye sees most easily things illumi- 
nated by white or tinted light and least under 
strong red and blue. 

“3. Distribution. It is very difficult to 
dramatize store window lighting so that tt 
can compete successfully with the great 
quantities of natural illumination. With a 
deep awning or marquee, artificial light can 
be used with some success, otherwise each 
window may be equipped with an automatic 
throw-over switch which will control the 
change from the daytime set-up to night. — 

“It is amazing the care and organization 
devoted to collecting rare fabrics, colors and 
textures, and yet these are usually shown to 
the customers under a most unflatiering 
light. It is a well-known fact in the theatre 


that under the. proper lighting a cotton can 
be made to resemble a silk; also silk can 
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COTTAGE UNIT No. R338 
Size 7 Ft. 10 In. Long, 60 In. High 
) 

The perfect background for summer dis- 
plays. An exquisite blend of summer colors 
on a background of primrose Reytrim, with 
columns of primrose and Reycaps of gold. 
Individually packed. 

® 


The Reyburn Manufacturing Co., Inc. 


DISPLAY DIVISION 


SHOW ROOMS AND WAREHOUSES 
106 7th Ave., N. Y. 1100 S. Wabash, Chicago 
Allegheny Ave. at 32nd St., Philadelphia 


uz FREE COPY! 


YOUR 
Daily’s NEW 
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Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


Bert L. Daily.Ine. 
122 East Third St., Dayton, O. 


NAG, COLORED 
LING. MOULDINGS 


Ames again leads the industry in offering 
BLUE, GREEN, RED and GOLD finishes on 
METAL mouldings. Your customers want 
COLOR for trim or products used indoors— 
Give it to them! Order samples or send for 
information TODAY! 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
225-229 East 144th St. New York, N. Y. 
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Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates know their business. 


ACADEMY OF DISPLAY 


| Send for Booklet “N”, 8 E. 418t St., New York City 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 





314 N. Eutaw St. Baltimore, Md. 
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be made to look like cotton. In general, light 
should be controlled so that the objects or 
goods displayed in the window are revealed 
in proportion te their importance. The form, 
plasticity or texture of goods or objects is 
best brought out by the directional localized 
lighting given by spotlights. These tend to 
create a highlight and shade which is the 
most important single indication of solid 
form: By projecting the light on the object 
and keeping it off the background, the next 
most important means of seeing form is pro- 
vided—that of contrast, and this contrast 
can be further emphasized by having the 
color on the object complementary to that in 
the background. A hasty study of the effect 
the direction of light has on the appearance 
of objects will soon indicate that diagonal 
rays tend to give the best balance of light 
and shade, probably because we are accus- 
tomed to seeing the sun illuminate things in 
that way. The overhead reflector strips with 
one white circuit or with primary colors 
serves to tone the window and illuminate 
the shadows much as daylight supplies a soft 
general light. 

“In general it is probably wise to treat the 
floor of the window as a kind of stage 
divided into the number of areas correspond- 
ing usually to the number of figures exhib- 
ited. A small window may have one, and a 
large window may have three. I would 
direct diagonally on each one of these areas 
from a front overhead position two step lens 
spotlights, one from each side, one with a 
warm color and the other with a cool color. 
I would tone the background and the shaded 
portions of the window from border reflector 
strips and probably from the footlights. I 
would pick up an accessory or special por- 
tion of the window to be accented, with an 
ellipsoidal spotlight, carefully framed. If 
the background is scenic, light can be in- 
cluded to give the proper sense of locale; 
special patterns might be projected from the 
lantern slide type of instrument, and a spe- 
cial glow of color can be put on the back- 
ground from concealed strips or floods. Any 
display manager will soon become excited 
about this method of lighting a window be- 
cause it provides the simplest means to get 
a variety of effects. Whe more he learns 
about the characteristic distribution of the 
different types of instruments in conjunc- 
tion with the use of color, the more diversi- 
fied will be the results that he can obtain. 

“4. Movement. Some trade associations 
have agreed not to use movement in window 
display work, but even the most important 
association of this type has been known to 
make exceptions where the display was dig- 
nified and effective. Movement is a most 
compelling means of attracting attention and 
aside from having a living model or moving 
gadgets in the window, it can be accom- 
plished most easily by the use of automatic 
dimmers. Just as a suggestion, an accessory 
window might be set up, and by spotlights 
focused on various parts of the model’s at- 
tire, and at the same time on a descriptive 
legend, each part of the object may be point- 
ed out in succession. I would suggest for a 
series of windows that a portable, mobile 
light control unit be provided so that move- 
ment can be used in different windows from 
time to time. Everybody knows from expe- 
rience in the theatre how it is possible to 
alter the appearance of a stage set so that it 





=——> SOMETHING 


NEW! 


IN DISPLAY LIGHTING a 





“Hide It Behind a Pocketbook” 


@Extreme Compactness and Amazing 
Power Combine in the 


MITE-LITE 


to offer the display man an instrument 
of unlimited utility for 


eShow Case Lighting 
eInterior Display Lighting 
eShow Window Lighting 


Manufactured by 
Display Stage Lighting Co. 
617 Tenth Ave. New York City 


Literature Sent on Request 


> MITE-LITE<— 


IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y. 


























“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 


SRN I NINE RANTES 
CUT-OUT LETTERS for DISPLAY WORK 
3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 

More Beautiful 


‘Kr. ¥41}> 
N and Less Expen- 
sive than Hand 
COMPANY Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 








@FIXTURES #@MANNEQUINS 
@FORMS @NOVELTIES 


SEGALL & SONS 


923 ARCH STREET PHILADELPHIA 
We Invite Your Inquiries 

















50 . 


DISPLAY WORLD 














OPPORTUNITY EXCHANGE 











WANTED 


New Lines of 
Display Materials and Accessories 
For National and Sectional Distribution 
WE GET RESULTS! 


Send details to Mr. Samuel J. Hanick, Director 


DISPLAY CENTER OF PHILADELPHIA 


718 CHESTNUT ST., PHILADELPHIA 








Sacrifice Sale 
Sensational Window Display 


Mechanical Window Display “Night Before 
Christmas at Home Sweet Home” with Tremen- 
dous Human Interest Appeal, and consisting of 
Life-Size Mannikins, and other Features, Prop- 
erly Synchronized, all in Guaranteed Working 
Condition. The Most Sensational Christmas 
Display in the West last year. For sale at a 
Fraction of Original Cost. Photographs and 
price upon request. 


BREUNER’S CENTRAL OFFICE 
2ist and Broadway Oakland, Calif. 





NEON SIGN FOR SALE 


Are you interested in buying a used dou- 
ble faced blue neon sign, 8 by 11 feet, 
reading COMPLETELY AIR-COOLED, 
at less than half price? 


Write E. ENGLE 


Display Mgr., F. & R. LAZARUS & CO. 
Columbus, Ohio 








LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 
instruction under experienced teachers. Inten- 
sive short courses. Practical, individual work 
in each subject. Low tuition. Catalogue free. 


CHICAGO DISPLAY SCHOOL 


Will H. Bates, Director 
39 W. Adams St. Chicago, Ill. 


COURSES in Window and Store Department 
Display, Window _ Background, Exposition  Dis- 
plays, Display Card Writing, Merchandising, 
Advertising Layout and Copy. Personal Train- 
ing—Individual Advancement. Resident School 
Only. No Correspondence Courses. 


THE RAY SCHOOLS 
116 South Michigan Blvd., Dept. DW, Chicago. 














ADVERTISING — HOME STUDY-—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 


POSITIONS AVAILABLE 


Positions can be secured by writing direct. We 
can furnish names of 200 store executives of 150 
largest department stores. Price $2.00. Order 
list B-4. Other lists available. 
STORE RESEARCH INSTITUTE 
1196 National Press Bldg. 
Washington, D. C. 








MAKE YOUR OWN BLOWUPS!! 
Liven up your displays with GIANT PHOTOS. 


They are easy and economical to make in your 
own department. Send today for Free Circular. 
Complete Illustrated Instructions only $1. 

4 


FOGARTY 


1689-D Capitol Ave. Bridgeport, Conn. 


SALESMEN WANTED 


Pleated Foil Decorations 
New and highly attractive Christmas Decora- 
tions for window and store display. Good com- 
mission. 


DISPLAY SPECIALTY CO. 


P. O. Box 213 Jamaica, N. Y. 
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represents the various times of day. Carry- 
ing this same analogy further, it should be 
possible to alter the effect of a store window 
so that virtually it represents displays which 
might have to be set up in succeeding weeks 
on a schedule. 

“As indicated before, I recommend adopt- 
ing this layout in part as well as in total; in 
fact, it would be wiser for some stores to 
content themselves with two spotlights for 
each window in addition to their present 
window reflectors which give general illum- 
ination. The addition of spotlights, and per- 
haps footlights, and concentrating border 
lights, may come later. Dimmers probably 
should be installed in threes, to handle the 
tonal lighting. The wiring should consist of 
outlets, fed from a switching panel at a con- 
venient location. 

“In closing let me give a word of warn- 
ing: as with all things worth while, the 
complete advantages of this method are not 
to be quickly mastered. The displayman 
must hold himself ready to learn the new 
methods or the staff must be increased to 
include a lighting specialist. In the past the 
manufacturer has been willing to assist in 
this kind of education, but it is quite pos- 
sible that the advantages of training may 
demand the establishment of a special course 
in lighting for displaymen. I am intensely 
interested in seeing some of the effects of 
lighting in the theatre being put to new uses, 
In a show window the fact that we are deal- 
ing with inanimate objects offers a number 
of advantages. The effective abstract com- 
positions and distribution of light which 
some of the first-class commercial photog- 
raphers have produced might very well serve 
as a standard for the enterprising display 
manager.” 





Chicago Club 
Holds Dinner 

The Chicago Display Club, Carl Gestrine, 
Butler Brothers, president, met June 13 at 
Henrici’s restaurant for the group’s annual 
rally and dinner. During the course of the 
affair the winners of a recently concluded 
membership campaign contest were reward- 
ed for their efforts. 

Speakers at the rally included Erwin A. 
Hiffman, St. Louis, president, International 
Association of Display Men; H. R. Schoen- 
laub, Kroger Grocery & Baking Company, 
president, Greater Cincinnati Display Club; 
Frank W. Spaeth, vice-president, W. L. 
Stensgaard & Associates, Inc., Chicago, and 
Frank G. Bingham, Robertson Brothers, 
South Bend, Ind. 

















RECLAIMED 


Your worn Cutawl chisels reground, made as 
good as new and returned postpaid at the 
following prices: 

1 to 6 Doz., 50ec per doz. 

7 to 12 Doz., 40c per doz. 

13 to 24 Doz.; 3Oec per doz. 





John Meikle Mfg. Co., sr, ccacta“ ritinois 











DISPLAYMEN STUDY ART—Exclusive, prac- 
tical, inexpensive Correspondence Courses teach- 
ing the making of Scenic and Decorative Win- 
dow Backgrounds, Posters, Cut Outs, Dioramas, 
Accessories, etc. Learn more, to earn more. 
Literature and reduced rates, for stamp. 


The ENKEBOLL SCHOOL of APPLIED ARTS 
Enkeboil Bldg., Omaha, Neb., U. S. A. 


VERSATILE ARTIST AND DISPLAYMAN 


Wishes position w'th first-class department store 
desiring effective merchandise presentation in 
windows, newspapers and direct mail. Have own 
photo-engraving and display equipment. Now 
emp oyed; 15 yrs. exp. w.th best refs. Must be 
permanent. Address “THE RIGHT MAN. 
Care DISPLAY WORLD, Cincinnati, Ohio. 














Use the OPPORUTNITY EXCHANGE for Results! 





POSITION WANTED ; 
Department Stores, Display Shops, call or write 
our Placement Bureau for thoroughly trained, 
practical WINDOW TRIMMERS, DISPLAY 
DESIGNERS and BUILDERS, SHOW‘ ARD 
WRITERS and ADVERTISING ARTISTS. Our 
Graduates make Good. Request Booklet DW. 
BROADWAY SCHOOL OF DISPLAY ARTS 








ml —Col. 5-5519 
119 W. 57th St.—New York City—Col 
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A GUIDE FOR THE NATIONAL ADVERTISER 
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AMARILLO, TEXAS—A to Z Display Service, 513 W. 6th Ave. 





ARIZONA—Fred J. Codd Adv. Service, Tucson. 





BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 
Pearl St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, 
Albany, Poughkeepsie, and Erie, Pa. 





CALIFORNIA—Parmley Window Display Service, 2866 W. Sev- 
enth St., Los Angeles, and 160 Seventh St., San Francisco. Branch 
offices and warehouses at Oakland, Fresno, Sacramento and San 
Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national ad- 
vertisers. Est. 1916. Hundreds of national advertisers as references. 








CINCINNATI 








WINDOW DISPLAY 
INSTALLATIONS FOR 
NATIONAL ADVERTISERS 








CINCINNATI DISPLAY SERVICE 


519 MAIN STREET CINCINNATI, OHIO 


























CINCINNATI, OHIO—Cincinnati Display Service, 519 Main 
Street. A dependable service covering southern Ohio and _ north- 


ern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3238 Kildare 
Rd., Cleveland Heights. Window installations that sell goods and 
house-to-house advertising distributors. A responsible coverage of 
the Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





EFFINGHAM, ILL.—The Kay Bee Display Service. 





Ave. A 
for the 
Exhibits. 


DAYTON, OHIO—Merchandise Displays, 738 Carlisle 
complete display service organized to do a better job 
advertiser. Window Installations, Itinerant Displays, 





W. VA—330 Twelfth St. CHARLESTON, 
West Virginia Advertising Co. 


HUNTINGTON, 
W. VA—19 Arcade. 





IOWA—Midwest Advertising, Inc., Cedar Rapids, lowa. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York, and branch office, 
92 Central Ave., Newark, N. J., covers metropolitan New Jersey 
area—the world’s richest market. We _ install ‘‘merchandised” 
displays that create sales instead of ordinary installations. Ref- 
erences from any national advertiser we have ever worked for. 
Write for booklet, ‘“Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, 
Lake Charles, Monroe and Shreveport, La. 





PEORIA, ILL.—Grande-View Window Display Service, 343 


Easton Ave. 





PHILADELPHIA, PA.—Hanick Display Service, 718 Chestnut 
St. A unique display service for national advertisers. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
eastern Ohio, northern 





Street. Covering western Pennsylvania, 
West Virginia. Quality and service that satisfies. 
PITTSBURGH, PA.—Artcraft Display Service, 821-823 Locust 


Street. Covering western Pennsylvania, eastern Ohio and north- 
ern West Virginia. Cooperating with retail trade associations. 
Bank references and list of satisfied customers on request. Under 
personal supervision of R. C. Vaughn, vice-president and sales 


manager. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main 
Street. Write L. M. McMahon for data concerning southern New 
England territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 








RICHMOND, VA.—Robert Waitt, 523 E. Main Street. 





ROANOKE, VA.—Super Service Window Display Co., 1206 Pat- 


ter-on Ave. Serving southwest Virginia. 





W ASHINGTON—Wind-O-Display 
A reliable display service. 


SEATTLE AND WESTERN 
Service. A. H. Olson, Manager. 





TAMPA, FLA.—Unique Display Service, 509 Polk St. A modern 
service covering central Florida. 
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 |Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


(C. Air Brushes 
() Airpainting Equipment 
CL) Animated Signs 
OD Artificial Flowers 
CL) Artificial Snow 
CL) Backgrounds 
CL) Background Colors 
CL] Background Coverings 
(CD Booths, Floats and Exhibits 
C) Brushes and Pens 
CL) Card & Mat Board 
CL) Cardwriters’ Materials 
(J Color Lighting 
() Crepe Papers 
CD Cut-out Letters 
CL) Cutting Machines 
CL) Decorative Papers 
(J Decalcomania 
(J Display Furniture 
[] Display Forms 
C) Display Racks 
() Drawing Boards 
(CD Enlarging Projectors 
() Fabrics and Trimmings 
Fixtures 
Flags and Banners 
C) Foils 
CJ Fountains 
CL) Grass Mats 
LC) Invisible Glass _ 
Cj) Lacquering Outfits 
CL) Lamp Coloring 
Cj Lithographed Displays 
C) Mannequins 
OC Mouldings 
(J Metal Sheets 
(J Millinery Heads 
( Motion Displays 
Cj Motion Mechanisms 
] Natural Foliage 
CL) Pageants & Exhibits 
[) Plaques (Window) 
() Papier Mache Specialties 
[] Photographic Blowups 
(2 Plastic and Composition Pieces 
() Price Cards—Tickets 
(Cj Price Ticket Holders 
[] Sale Banners 
CL) Socks—Window 
CL] Show Cards 
CL) Show Card Colors 
CL) Show Cases 
CL) Show Case Lighting 
(J Signs—Card Holders 
CL) Signs—Brass—Bronze 
[) Signs—Electric 
(? Sleeve Forms 
CL) Stencil Outfits 
(D Stock Posters 
CL] Store Designing 
CL) Store Fronts 
C) Tackers 
() Time Switches 
(J Turntables 
CL) Valances 
(C) Wall Board 
CL] Window Drapes 
(J Window Lighting 
Cj Wood Carvings 


© Do you wish a copy of their catalogue? 
(] Do you plan to remodel your store soon? 
CL) Do you plan to build a store soon? 
MAIL TO 
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NEW YORK SWINGS INTO SUMMER 


[Continued from page 5] 


quoise. The upper valance in the turquoise 
shade had the title in white. 

The sea horse on the door and the shells, 
starfish, and other marine life which deco- 
rated the bar and valance were in gray and 
off-white tones with tints of coral, green and 
yellow. Open display cases and wall bins 
were lined in creamy yellow, and platforms 
of sand and pebbles sprinkled on an adhesive 
base displayed all that important trivia so 
much a part of the summer scene. Fish- 
netting and a white painted wire crab were 
draped with merchandise in the large open 
display in the foreground. The decoration was 
by Ira Smith of the display staff of Franklin 
Simon’s. 

“Victorian prints with the nostalgic charm 
of old-fashioned flowers,’ was the theme 
which H. T. Williams, Altman’s, used for 
the lovely dramatization of evening frocks 
on page 5, replete with the romance of 
that sentimental period. As though gowned 
for a garden party—which the gay pink and 
yellow Chinese lanterns suggest—the man- 
nequins were grouped around the summer- 
house or arbor of white painted wood with dull 
black eaves and lattice panel on the back- 
ground. Within could be seen another figure 
and a lovely old-fashioned bouquet clustered 
in the effect of a still-life in a vase of clear 
crystal. The ornate table base was of white 
painted metal, its intricate scrollwork en- 
twined about pink and blue flowers of metal. 
Big, shiny white pebbles carpeted the floor 
within the arbor and real ivy grew along 
its base. 





W. A. |. Associates Meet 
In New York City 

A number of associates of Window Adver- 
tising, Inc., met for two days at the Hotel 
New Yorker, New York City, during the 
latter part of May to discuss various prcob- 
lems connected with the display installation 
field. A dinner for the group was held 
Saturday, May 21. 

Among those present were: H. E. Foster, 
Northwestern Display Service, Minneapolis ; 
Virgil W. Shepard, Shepard Display Serv- 
ice, Atlanta; John A. Albertson and Z. R. 
Botkin, National Window Display Company, 
Indianapolis; R. V. Wayne, Wayne Services, 
Detroit; P. P. Oakler and B. L. Schmitzer, 
Pittsburgh Window-Craft Service, Pitts- 
burgh; L. O. Clements, United Display Cor- 
poration, Boston; S. J. Hanick, The S. J. 
Hanick Company, Philadelphia; R. S. Ri- 
leigh, Rileigh Window Display Service, 
Kingston, Pa.; Benjamin C. Margolis, Mar- 
golis Service, Baltimore. 

Ralph Parmley, Parmley Window Display 
Service, Los Angeles; Melvin H. Myers, 
Myers Display Service, Louisville; E. Pres- 
ton Browder, Windo-Craft Display Service, 
Buffalo; H. R. Kreitz, Western Display 
Service, St. Louis; Sol Fisher and Walter 
R. Buell, Fisher Display Service, Chicago; 
Al Kaplan, Dis-Play-Well, Inc., New York 
City; Frank Ritchie, New Jersey Display 
Service, Newark; Frederick L. Wertz, presi- 
dent; Miss E. D. Partridge, treasurer; Les- 
lie H. Coloney, sales manager; E. G. Jones, 
sales department, and Russell Wertz, all of 
Window Advertising, Inc.. New York City. 





Detroit Displaymen 
Plan Contest 
A Father’s day display contest is being 


planned for Detroit stores by members of 
the Detroit Display Club. 
June 13, the contest will continue for one 
week. Prizes totalling $120 will be awarded 
the winners, according to Ralph D. Johnson, 
in charge of publicity for the Michigan 
organization. 
will be George W. Westerman, Common- 
wealth & Southern Corporation, Jackson, 
Mich., former president of the Internationa] 
Association of Display Men, and Claire w. 
Ditchey, Detroit architect. 
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The judges of the windows 








Index to Advertisements 





JUNE, 1938 

Academy of Display................... 49 
Acme Window Display Service, Inc...... 

tate da Indies teiaior eh aeiae & Dek Back Cover 
Advertising Rubber Display Co......... 4% 
Ames Metal Moulding Co.............. 49 
Becker Sign Supply Co................. 49 
Berlin & Co., Irving..............2...,. 43 
Bliss Display Corporation............... 27 
Brischograph Co., The.................. 4 
OA 2) re 43 
Certain-teed Products Corporation...... 17 
Chicago Cardboard Co................ 44 
Combination Products Co.............. 46 
My. WI: 6 5 ais vss net's hace sores 49 
SRI REMIT ING) oo ores Sc ew els aie 45 
1 ESS ar ee evi a> 35 
GB, OA 45 
Display Center of Philadelphia.......... 40 
Display Creations, Inc.................. 46 
Display Equipment Corp...............: 417 
Display Service Directory............... 5| 
Display Service Division................ 45 
Display Stage Lighting Co.............. ot] 
EiiseMteaveell, ING... . cess ee nee ecco 23 
Douglas Fir Plywood Assn............... 33 
Ernewsin Co., The F. J... ...........055- 4 


Excelsior Paper Specialties Co.......... 
Meeeien sage aoe anne Inside Front Cover 


Greneker Studios......... Inside Back Cover 
Hamberger, Inc., David................ rk 
Hansen Mfg. Co., A. L................. 9 
Kaufman & Fabry Co.................. 44 
Maester SeWOOl, TNO. ..... osc cence eseees 48 
Mermterckeome Go... 6.5 c0dbisecses as 43 
Maharam Fabric Corporation........... 37 
EIS MURS aeons sic sits OSs Oey oe we 8 43 
Master Metal Moulding Co............ 45 
WET E Fro he os v ieee ee 4] 
Merkle-Korff Gear Co................-: 31 
Wanee Hesrener GO. ss oc. 05 os cee ee ee neg 4l 
BNE cg min oe ons kom nareds bag 39 
Mutual Sales & Mfg. Co.............-. 39 
i a ere rere errr « 31 
Oatlands Vaile Go. ....... 5. rece cee 45 
Opportunity Exchange ..............--- 50 
OPPnWine; RUGON 6... isk cic ete om 45 
merge heher GG... lice icine beet 43 
Reflector Hardware Corporation.......- 21 
Reyburn Mfg. Co., Inc., The........-. 23, 49 
OS TS SSO orreerer Tri 49 
Semies Musuaw ...........---0000- + 
Sherman Paper Co...............-+0+: 19 
Shoe Form Company, Inc...........--:: 29 
ES Sarre .. 4 
Sisgeimon,; 4. C., Go, ine........-- . Y 
Speedway Mfg. Co.............-.---5 48 
Standpat Easel Corp...........--.+0555 48 
Stensgaard & Associates, Inc., W. L...-- 25 
Thayer & Chandler...............-- aw 
ogo) ie, eae ae | rr ae 
World Convention Dates.........-. ae 














one 
‘ded 
Son, 
igan 
lows 
non- 
‘SON, 
onal 


W. 














